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SILVERLITE MULTILITE 
A New Frink Product 


| me : Screens eliminate direct 
Reflectors built into ceil- . , ° : glare and provide un- 
ing. Hidden completely | we 4 broken ceiling line. 
from view. : ‘ 


: eed Pure silver reflecting 

Reflectors. made entirely surface with pure copper 

of metal, do not break, backing, does not peel off 
no replacement costs. re ~ or discolor in service. 





Bédell Store, Portland, Ore. First-class store. G. A. Schoenwald, Arch.; J. Hampton, Display Mer. 


MULTILITES are made in two, four, six, eight and ten unit sections. Combination of these will 
provide equipment for any length window. MULTILITES are wired and ready to install, elimi- 
nating cost of single conduit outlets. Write for Circular No. 


Mr. Displayman: If your good fortune should bring you to Seattle, Wash., for yy third annual 

convention of the Pacific Coast Association of Displaymen at the Olympic Hotel, eptember 20, 21 

and 22, do not fail to visit our exhibit and inspect’ the SILVERLIT MOETIEE ‘E equipment 
A installed in the center demonstration window on the convention floor. 
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oston, Mas Seattle, Wash. The Frink Co., Inc., 


Detroit, Mich. Buffalo, N. Y. 

Cincinnati, O 0. Bivmienhem, Ala. 239 Tenth Ave., New York. 
San Cer is. Cal. (, Philadelphia, Pa. 

Cleveland, St. Louis, Mo. 


Please send me without charge 
ortland, "One. tlanta, Ga. 


your Frink Multilite Circular 
No. 79. 
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Sait 1aeom:D- &, 239 Tenth Avenue New Sak City pipe Cal, 
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TEND W.D. A.A. CONVENTION, New York City, October 5-7. / 








Another Typical American 


As Reproduced in Wax 
by 


CHICA 
204 W. Jackso 


OW MORE THAN EVER, 

the American girl ts in the lime- 
light.’ She leads the world in style, 
sports and everything of general 
interest. Why not tie up your dis- 

plays with her popularity? 


J. R. PALMENBERG’S SONS, Inc. 


63-65 West 36th Street, New York 
oO SAN FRANCISCO 


G BOSTON 
n Blvd. 11 First Street 26 Kingston Street 
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IN THIS ISSUE 


“What Moves the Most 
Merchandise,” by H. C. Burs- 
ley is an analysis of the value 
of the window as an advertis- 
ing medium. Mr. Bursley is 
advertising manager for the 
Murphy Varnish Co., Newark, 
N. J., and gauges windows by 
the same standard of efficiency 
used in determining the pull of 
other media. A series of in- 
structive tables gives a con- 
vincing view of the retailer’s 
estimate of window value. 


Wrought iron is swiftly 
gaining prominence as a fix- 
ture material, and J. W. Emer- 
son’s account of the develop- 
ments in this field will be in- 
teresting to the displayman 
who wants to keep up to date. 


“Display at Zenith at St. 
Louis Show,” by Mills Wells- 
ford, recounts the form taken 
by the most distinguished of 
Fall wholesalers’ exhibits. 
These shows, which are merely 
glorified merchandise displays, 
are rapidly becoming institu- 
tional, and an integral part of 
apparel merchandising. 


“The Blight in Stone Back- 
grounds,” by O. Wallace Da- 
vis, strikes at a. problem which 
has given displaymen serious 
concern. White stone is so 
glaring that it often subordi- 
nates goods shown to its own 
brilliance. Mr. Davis offers a 
way out of this dilemma. 


“The Type of Trim for Fall 
Openings,” by “Bob” Hanson, 
is an appraisal of the funda- 
mentals of display which will 
make it easier to determine 
appropriate trims for various 
seasons and events. 


“Decorating Windows with 
Crepe Paper,” by J. J. Mc- 
Daid, Jr., is a primer in the 
use of this material. Forma- 
tion of the simpler types of 
decoratives, as rosettes, tubes, 
etc., is discussed at length. 
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3-PIECE MILLINERY SET 








1 Tall Head.............52 in. high 
1 Medium Head......... .36 in. high t 
1 Small Head............23 in. high 











Complete, per set. ., .$36.00 
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5-PIECE MILLINERY SET 


2 Tall Heads.,...........52 in. high 2 Medium Heads........ .36 in. high er 
1 Small Head............23 in. high pathy 


Complete, per set......... .$62.50 fidenc 
the g 


velop 
These heads are made of a durable composition material, finished in attractive neu- age 
tral pastel shades, with base of copper and sand color. They are beautifully designed ee 2 
and readily lend themselves to create unusually tasty and charming displays. Now vibe 


used very successfully by many of our leading stores. S, 


(Sold Only in Complete Sets as Shown Above) oa 
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THE BOTANICAL DECORATING CO. fact 
319 to 327 W. Van Buren St., Chicago e 
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W. D.A. A.--Trade’s Latest Auxiliary 


HEN wise old Justinian decided to rebuild 
the Roman world he dared to attempt 
the conquest of Italy with a little band 
of 12,000 men. Struggling over bad 
roads, through marshes, fording moun- 

tain streams, this miserable force worked its way 
down into the peninsula and seized a foothold in the 
homeland of Roman civilization. In 1918 a half mil- 
lion Austrians, splendidly armed, could scarcely force 
their way through the Alps. 

Compare the audacity of this little army and the 
prizes it won with the marvels of organization 
which were witnessed during the great war. Wars 
are no longer the enterprises of tiny bands—whole 
nations engage in the conflict, and the energy of the 
fighters is supplemented by the labors of the leaders 
of business and the professions. 

Modern merchandising resembles the commer- 
cialism of the past almost as remotely. Public sym- 
pathy and support must pave the way to sales; con- 
fidence in the maker is as vital as intrinsic value in 
the goods. New products are constantly being de- 
veloped to minister to the comforts of a luxury-loving 
age. Publicity and illustration are essentials of trade, 
and old-time suspicion of competitors has gone by 
the boards in clearing the way for free exchange of 
vibrant ideas for winning approval. 

Such is the motive which inspires attendance at 
the Window. Display Association convention which 
opens at the Hotel Pennsylvania, New York City, on 
October 5. For three’ days moving spirits in manu- 
facturing, sales and advertising groups will compare 
notes to learn the most effective way of bringing their 
wares to the attention of potential buyers through the 


show window. They will not waste words upon its 
value; this is no longer debated. 

By demonstration and by oral explanation the fac- 
tors of the program will bring out the developments 
which have been made since the last meetings, suc- 
cessful experiences, introduce the novelties, and point 
out the errors which time has disclosed. 

The program which has been whipped together 
for this third gathering bears the indications of as 
enlightening and inspiring addresses as have yet been 
presented to the body. 

The demonstrations will far surpass those which 
have preceded them, their superiority resting upon the 
growing understanding of the mechanics of window 
display and the greatly increased cooperation between 
advertisers and the display service organizations, which 
have become an essential element of this form of na- 
tional advertising. Allotment of time to the three chief 
divisions of the association—producers, advertisers and 
installation men—shows definite advance in understand- 
ing of window advertising’s fundamentals. 

Manufacturers and advertisers of nationally dis- 
tributed goods can make no better investment for 
educational purposes than participation in this gather- 
ing. Launched three years ago by a handful of 
enthusiasts who realized the need for a body that 
could clear the way of obstacles for the chief users 
of display, the Window Display Advertising Associa- 
tion has grown steadily and has now reached a posi- 
tion where its vital contribution to successful mer- 
chandising is recognized. Its third convention should 
be the largest and most effective of its meetings. Ad- 
vocates and beneficiaries of national window adver- 
tising can make it such at a personal profit by timely 
support. 
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How 
C\icquot Clu 


made jobbers and dealers 
demand its displays! 


To have proverbially “indifferent” 
jobbers not only “accept” a dis- 
play, but actually clamor to get it 
first for their territory, sounds 
almost fabulous today. 

Yet that is the remarkable reception 
that jobbers and dealers are giving the 
unique new Clicquot Club display, and 
the interesting series of counter cut-outs 
that “mop up” after the “big gun” of 
the window. 





If you want to turn dealer in- 
difference into actual anxiety to 
get your displays, put Einson- 
Freeman ingenuity and dealer 
knowledge on the job for your 
next display. 
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Send for complete series of articles on “Creating the Successful Window and Counter Display” 
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Checkered Tablecloths, Flintlocks, Spinning Wheels, and Odd Costumes of 1842 Told of the Store’s Foundation 


Windows Reflect Eight Decades 


Eighty-Third Anniversary of Binghampton Store Is Celebrated by 
Display of Documents and Relics of Dimming Past 


By EDWARD E. O’DONNELL 
Display Manager, Sisson Bros.-VW’elden Co., Binghampton, N. Y. 


HREE score and ten years may be the 
allotted span of man, but the continuation 
of his artifices is measured only by their 
service. Each year witnesses fresh evi- 
dence of the growing antiquity of many 

mercantile establishments which in a sense have shed 
their private nature and enjoy continued favor 
through their conversion into quasi-public institutions. 
Such is the case of Sisson Bros.-Weldon Co., which 
this year celebrated its eighty-third anniversary. 

As is the custom, the occasion was given over to a 
record-breaking sale, but the opening of this event 
was not permitted to overshadow the historical fea- 
tures of the affair. Association with the life of Bing- 
hamton for so lengthy a period made it advisable to 
indicate the long service of the institution and to 
show the variety of the customs and the changing 
moods of the public which had supported it during 
its extended career. 

Dipping back into the past we decided to split 
our historical displays into groups covering eight de- 
cades and to feature the outstanding events which 
had occurred during these intervals. Wearing apparel, 
weapons, machines, and many other items of histori- 
cal value were shown, each catalogued by number for 
ready identification. 

The queer frocks of 1842, the checkered table 
cloths, the hand-painted clocks, archaic firearms, and 
the all-but-forgotten candlestick holders and spinning 


wheels of that remote day again came into view. 

The comparative refinement of the next decade-was 
witnessed in the array of exhibits which were used in 
this window. And so it was in all the displays, the 
rising culture and wealth of the community being re- 
flected in new comforts and new ornamentation. 

The titanic struggles of the civil and world wars 
were mirrored in the weapons and the newspapers of 
the times, which served as the central figures in the 
displays based on these years. Particularly interest- 
ing to the present generation was the collection of 
posters shown in the last window in which the litho- 
graphic appeals of war time were set forth. Again 
the joy which flooded the world at the proclamation 
of the armistice was felt as the spectators viewed the 
newspapers which had heralded this glad news to de- 
pressed humanity. 

For eight days throngs of viewers gazed upon 
these windows and poured into the store to examine 
the arrays of relics which we had placed there. It is 
estimated that from thirty to forty thousand people 
shared in this review, and the firm received many let- 
ters of commendation for its enterprise. 

For the benefit of the public a twelve-page booklet 
was printed to enable them to identify the exhibits. 
Each of these was numberd and assigned a corre- 
sponding number in the booklet. After these displays 
were taken out, the windows were dressed for the 
anniversary sale. 
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Program for the 
Third Annual Convention 


WINDOW DISPLAY 
ADVERTISING 
ASSOCIATION 


Hotel Pennsylvania, New York 


Tuesday— October 5th 


President’s address 


Short talks by experts on creative, 
merchandising, and distribution 
problems 


Luncheon—Address by A. H. Deute 


Short talk on field surveys and other 
subjects 


General discussion 


Banquet — Addresses by Professor 
R. V. Franken, N. Y. U., and other 
speakers to be announced later 


Wednesday— October 6th 


Special sessions and discussions for 
those who buy, produce, and install 
displays 

Luncheon and inspection visit to 
Edison Institute, Harrison, N. J. 


Short talks and discussion on prac- 
tical display problems 


Thursday—October 7th 


Reports of special group sessions 
Short addresses on the retailer’s, 
buyer’s and advertising agent’s point 
of view 

General discussion 

Luncheon and address by new Asso- 
ciation President 
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A conference of business men 


on better merchandising through window display— 


for MANUFACTURERS 
ADVERTISING AGENTS 
DISPLAY SPECIALISTS 


and everyone else who is interested 


ETTER understanding, more thorough coopera- 

tion and coordination between users, designers, 

and producers of window displays— that’s what will 
mean §greater dollar for dollar returns. 


The growing importance of this form of advertising 
is requiring constantly more skill and specialized 
knowledge for its conception, production, and use. 


An exchange of ideas of definite value to everyone 
concerned is offered by the 1926 Convention of the 
Window Display Advertising Association. , 


The most able men obtainable have been selected 
as speakers. Their constructive messages will be 
worth hearing — their experience worth sharing. 
Among them will be: 


Wm. B. Benton W. J. McIver 
Lee H. Bristol Ben Nash 
A. H. Deute Carl Percy 
Jos. M. Kraus Paul West 


You are cordially invited to attend and to take part in 
the discussions whether you are a member of the 
association or not. The committee promises you a 
business-like program well worth your time. 


1926 Convention 


WINDOW DISPLAY ADVERTISING ASSOCIATION 
National Headquarters: 8 West 47th Street, New York 


September, 1926 
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W.D.A.A.Seeks Displaymen’s Counsel 


Experience and Knowledge of Windowmen Placed at Disposal of 





Delegates in Past Gatherings Contributed Much to Their Value 


By JOSEPH M. KRAUS 
Advertising Manager, A. Stein & Co., Chicago; President W. D. A. A. * 


ROM present indications 
it is evident that the third 
annual convention of the 
Window Display Adver- 
tising Association, which 

is to be held at the Hotel Pennsyl- 
vania, New York City, on October 5, 
6 and 7, will be more highly success- 
ful than either of the two splendid 
conventions held in Cleveland and 
Chicago in 1924 and 1925. 

Some of the finest contributions 
and some of the most constructive 
ideas brought to light at our previous 
gatherings were given us by window 
displaymen. So impressed was our 
general membership by the spirit of 
helpfulness and cooperation shown 
by displaymen at our previous con- 
ventions that we wish to make a spe- 
cial appeal for further cooperation 
along these lines. 

The Window Display Advertising 
Association is composed of national 
advertisers, advertising agencies, retailers, window dis- 
play distributing agencies, lithographers,. window dis- 
play counselors, and last, but not least, some outstand- 
ing displaymen. 

Since national advertisers are gradually but surely 
coming more and more to the realization of the neces- 
sity for expert advice and practical counsel in the matter 
of the building of their window display material, in 
which they make such huge investments, it can readily 
be seen that a big opportunity is presented to the retail 
displayman who gives the national advertiser’s problem 
some thought. 

In the writer’s opinion, a great new field is waiting 
for development, and it holds great promise of advance- 
ment for displaymen who are qualified by reason of 
their practical experience to render such service to the 
national advertiser that neither the advertising man nor 
the advertising agency can give. 

The average advertising man’s knowledge of effi- 
cient display of merchandise is necessarily limited, and 
assuredly he will welcome the expert cooperation of a 
specialist in window display installation. 

Many national advertisers are retaining the counsel 
of expert window displaymen in the matter of their 
window problems. A great many more advertisers 
would profit by doing likewise. 

The object of the Window Display Advertising 
Association was well defined by the ex-president, Edwin 
L. Andrew, at last year’s convention, when he said: 
“\We are searching for those methods of design and 





JOSEPH M. KRAUS 
President, Window Display Adv. Assn. 


production, dissemination and erec- 
tion and promotion of general under- 
standing and merchandising plans 
which will enable the one million re- 
tailers to use their two million win- 
dows to their own greater profit.” 

The great part that can be played 
by window displaymen in the achieve- 
ment of this objective is too obvious 
to need extended explanation. 

We wish to cordially invite all 
men interested in one of the greatest 
advertising mediums—the display 
window—to attend our next conven- 
tion, and we appreciate the opportu- 
nity afforded us, through these col- 
umns, to particularly stress the fact 
that we are very anxious to have a 
great turn-out of representative retail 
displaymen with us. We feel safe in 
saying that any man who comes to 
this convention can get more out of it 
than he will give. 

We have tried to touch upon just 
one point in this message, namely, the benefit that we 
feel our association has derived and can derive as a 
result of the cooperation of window displaymen. We 
have said nothing of the splendid contacts formed, view- 
points gained and new ideas generated for displaymen 
who have attended our previous conventions. There is 
much that might be said on this side of the question, 
but we feel that the readers of The DISPLAY 
WORLD are alert enough to read between the lines. 

Chairmen of the committees in charge of convention 
activities will gladly afford any information touching 
the gathering and attendance. Registrations and reser- 
vations are in charge of A. S. Turner, Jr., of the Gen- 
eral Electric Co. It may be, interesting to western 
visitors to know that arrangements for a side trip to the 
Sesqui-centennial Exposition at Philadelphia may be 
easily made, and that information concerning this can 
be had from Samuel J. Hanick, window display service 
of the Reuben H. Donnelly Corporation, Philadelphia. 

The general chairman of the Convention Committee 
is Lee H. Bristol, Bristol-Myers Co. Chairmen of the 
convention committees are: Program and Speakers, 
F. R. Kingman, Onyx Hosiery, Inc.; Sale of Exhibits, 
C. G. Munro, the Munro & Hartford Co.; Installing 
Exhibits, Francis D. Gonda, Einson-Freeman Co.; Ad- 
vertising Committee, Clement H. Watson, J. Walter 
Thompson Co.; Publicity, Alexis J. Kleberg, Valentine 
& Co.; Buyers’ Session, P. C. Pfenning, National Car- 
bon Co.: Producers’ Session, chairman to be an- 
nounced ; Installation Session, Samuel J. Hanick, Reu- 
ben H. Donnelly Corp. 
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Convention Prospects Painted Rosily 


W.D. A. A. Leaders Unanimous in Their Predictions That October 


September, 1926 


Gathering at New York Will Surpass Predecessors 


By FRreperick L. WERTz 
Secretary, Window Display Advertising Association 

HE convention of the W. D. A. A., held this 

year in New York City in the Hotel Penn- 

sylvania, October 5, 6 and 7, promises to 

be the largest assemblage of those inter- 

ested in window advertising, The one 

directing idea controlling the work of the Convention 


Committee, headed by Mr. Lee Bristol, of Bristol- 


Myers Company, is to present facts and reasons why 
‘and to exclude everything at all extraneous. We look 
for an unusually large attendance, and feel that stil 
one who comes will be amply repaid. 

The program, which is practically completed, con- 
tains such well-known speakers as Ben Nash, who will 
discuss the creation of an idea; A. H. Deute, of the 
Borden Sales Co., Inc., on “Retailing from the Broad 
Viewpoint of Institutional Prestige; Lee Bristol, of 
the Bristol-Myers Co., manufacturers of Ipana Tooth 
Paste, will tell his. experiences in the window field 
covering a survey of practically every state in the 
Union; C. D. Barradale, of the Mennen Company, 
“Details of Window Display Planning Which’ Have 
Presented a Problem to Me.” E. L. Andrew, of the 
Westinghouse Electric & Manufacturing Company, will 
talk about “Certain Conditions in the Business Which I 
Would Like to See Changed But Have Not Been Able 
to Change Personally.” 

Other important speakers will be J. W. Mclver, of 
the Edison Lamp Works; Wm. B. Benton, of the 
George Batten Company, and Paul West, advertising 
manager of the National Carbon Company. 

Another interesting convention note will be the daily 
selection of outstanding displays, which will be made 
by a committee consisting of two advertising managers, 
two agency men and a representative of the window 
display installation service organizations. These dis- 
plays will be placed on exhibit in a special window pro- 
vided for this purpose, and their merits will be discussed 
in open meeting at the following session of the con- 
vention. 

Another interesting feature of the convention will 
be a trip to the Harrison, N. J., Edison Institute, for 
the purpose of reviewing the work of the Edison labora- 
tories prepared for the purpose of exhibiting the possi- 
bilities of window displays, window lighting, and other 
problems relating to selling merchandise by means of 
window display. 

By Lee Bristou 
General Chairman, We. D. A. A. Convention Committee 


We hope to make this year’s W. D. A. A. conven- 
tion bigger and better than ever. The list of speakers 
has been very carefully and thoughtfully selected. It 
is our hope that the scope of this discussion will be not 
only broader than ever before, but that each item will 
be presented from an angle that will be of benefit and 
interest to all who attend. 





The visit ‘to the laboratories of the Edison Lanip 
Works will probably prove to be the finest demonstra- 
tion of some of the practical sides of window display 
work that has yet been shown. 

One of the innovation’s of this year’s convention 
will be a schedule of three separate sessions. One of 
these sessions will be conducted exclusively by the na- 
tional advertisers and presided over by one of that 
group. Another session will be devoted exclusively to 
the interest of producers of window display material. 
A third session will be similarly devoted exclusively to 
the interest of the people who install displays. 

The presence and active cooperation of a large repre- 
sentative group of national advertisers should tend to 
insure the success of this convention. All details are 
now complete, and it is expected that the attendance this 
year will surpass all previous records. 


By Joun Moore 
Member, Board of Trustees, W. D. A. A. 


A wise man has said, “A man’s judgment is no 
better than his information.” Window displays are 
a comparatively new medium of advertising, in which 
sales promotion and sales managers are becoming 
more and more interested. 

How best to make use of this medium requires a 
great deal of thought and sound judgment, but since it 
is necessary that our judgment be based upon concrete 
information, it hardly seems necessary to recommend 
to all national advertisers who are interested in window 
display advertising that they have an executive of their 
organization attend the Window Display Advertising 
convention. 


By Avexis J. KLEBERG 
Chairman, Publicity Committee, W. D. A. A. Convention 


Following is a brief outline of the convention pro- 
gram, and you will note that this year’s features in- 
clude the presentation by speakers of authority on sub- 
jects vastly important and to the interest of all those 
whose business includes the use and make-up of ad- 
vertising in the display of merchandise. 

Tuesday, October 5 

9:30 to 10:00 A. M.—President’s address. 

10:00 to 10:15 A.M.—F. R. Kingman, of “Oynx” Hosiery. 
Inc., in the chair. The chairman will outline the method 
to be followed in conducting the meetings. 

10:15 to 10:45 A. M—Ben Nash, advertising counsellor, New 
York, “Creating of an Idea.” Mr. Nash has made a deep 
study of color and art values; is the originator of the 
modern school of visualizing, having created the term 
“visualizer.” He has done more than any other man to 
make clear the methods of procedure to follow in the 
creating of an advertising idea and how to judge the pull- 
ing power of an idea by analysis of the steps taken to 
create the selling message. 

10:45 to 11:00 A. M.—Discussion. 

11:00 to 11:45 A. M.—Carl Percy, president, Carl Percy, Inc., 
New York, “Future of Window Display Advertising as 
Foretold by Several Hundred Retailers and Manufac- 
turers.” Mr. Percy has done a great work in a most ex- 
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haustive survey of the dealer viewpoint and has a very 

unusual message. 

11:45 to 12:00 M.—Discussion 

12:00 M.—Convention exhibit; selection for the day. 
12:15 P. M.—Lunch, Hotel Pennsylvania, President 
Kraus in chair. 

A. H. Deute, The Borden Sales Co., Inc.,“ Retailing From 
the Broad Viewpoint of Institutional Prestige.’ Mr. A. H. 
Deute is a contributor to many advertising and selling 
magazines and writes very interestingly on all phases of 
sales and advertising. He is general sales manager of The 
Borden Co. 

2:00 to 2:45 P. M.—Frederick L. Wertz presiding. Lee H. 
Bristol, advertising manager, Bristol-Myers Co., “What 
Thirty Thousand Miles of Travel Taught Me About Dealer- 
Cooperation.” Mr. Bristol, who is advertising manager 
for the Bristol-Myers ompany, probably has made a more 
thorough of the dealer situation than any other individual 
behind the advertising desk, having spent practically an 
entire year in travel in this country, calling upon dealers in 
all lines of trade and analyzing the present methods of 
dealer cooperation. He has also had considerable experi- 
ence in arranging for display campaigns in England, 
which he has gone abroad to superintend personally. 

2:45 to 3:00 P. M.—Discussion. ; 

3:00 P. M.—Business meeting. C. D. Barradale, of the Men- 
nen Company, “Details of Window Display Planning 
Which Have Presented a Problem to Me.” Mr. Barra- 
dale is a man who has had contact not only in adver- 
tising but selling phases of his business; E. L. An- 
drew, of the Westinghouse Electric & Mfg. Company, 
Mansfield, Ohio, “Certain Conditions in the Business Which 
I Would Like to See Changed, But Have Not Been Able 
to Change Personally.” Mr. Andrew is a former president 
of the Window Display Advertising Association and has 
had long experience in the electrical field. 

Discussions—Program for the following day. 

Evening Banquet—President Kraus, toastmaster. Speakers, 
Richard B. Franken, lecturer on advertising and selling 
phychology and marketing research at New York Univer- 
sity, head of advertising statistical department of the New 
York Times; Stanley R. Latshaw, president of the But- 
terick Publishing Company, in the publication advertising 
field for many years, will outline the development of this 
phase of advertising. 


Wednesday, October 6 


9:00 to 11:00 A. M.—Three separate sessions: (1) Buyers’ 
session; (2) producers’ session; (3) installation session. 
Convention exhibit—selection for the day. 

11:00 A. M.—Take train to Harrison, N. J. 

12:00 M.—Lunch in Harrison, N. J. 

1.:00 to 3:00 P. M.—Trip through the Edison Institute. 
3:00 to 3:45 P.M—Wm. J. Sweeney in chair. Talk by 
J. W. McIver, “How Edison Lamp Works Gets 97 Per Cent 
of Its Window Display Materials Used.” Mr. McIver has 
been in the advertising department of his company for a. 
number of years; has spent a great deal of time in the 
field discussing merchandising with their retailers. 

3:45 to 4:00 P. M.—Discussion. 

4:00 to 4:20 P. M.—C. C. Agate, associated with Frederick 
L. Wertz, display counsellor. Demonstration showing how 
manufacturer's salesman sells a retailer on the idea of co- 
operation with the manufacturer. Mr. Agate has been in 
the trade paper publishing business; was for some time 
advertising manager of the Manhattan Electrical Supply 
Company, and will bring to his part of the program a well- 
rounded experience in all phases of dealer cooperation. 
4:20 to 4:45 P. M.—Herbert A. Ballou, Worcester, Mass., 
“Practical Points or the Big Little Things in Dealer Co- 
operation.” 

+:45 to 5:00 P. M.—Discussion—program for following day. 
Fvening—Everybody “on his own.” 


Thursday, October 7 


9:00 to 9:45 A. M.—New president in the chair. Reports 
trom the three group sessions to main convention. This 
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allows fifteen minutes for each group, the reports to be 

made by the group chairman. . 

9:45 to 10:00 A. M.—Discussion; convention exhibit for the 
day. 

10:00 to 10:45 A. M.—Carl V. Haecker, sales promotion de- 
partment, Burke Hardware Co., Waukegan, IIl., “What I 
Would Do If I Were in the Manufacturer’s Shoes.” Mr. 
Haecker, who will make one of the talks from the dealers’ 
standpoint, has spent a year in a retail store gathering 
data on sales results and the good and bad points of dealer 
cooperation as presented by manufacturers. 

10:45 to 11:00 A. M.—Discussion. 

11:00 to 11:30 A.M.—Wm. B. Benton, George Batten Co., 
advertising agency, “The Business From an Agent’s Stand- 
point.” 

11:30 to 12:00 M.—Paul West, advertising manager, Na- 
tional Carbon Company, Inc., “Building a Dealer Display 
Program.” Mr. West has been with this company for a 
number of years and has made a deep study of the ways 
and means of building a plan from the inside to secure the 
greatest efficiency in the purchasing and distribution of 
window display material. 

12:00 to 12:50 P. M—Discussion. 

1:00 P. M.—Luncheon, Pennsylvania Hotel. Talk by the 
new president. 


Only One I.A.D.M. Coast Delegate 


Plan to Override President and Drain Treasury Halted 
by DISPLAY WORLD Exposé 


. A. ROGERS, secretary of the International Asso- 
ciation of Display Men, will be the solitary official 
delegate of that body to the convention of the 
Pacific Association of Display Men, Seattle, Wash., 

September 21. Information to this effect is coupled with 
news that the unauthorized plan of naming E. J. (Jim) Berg 
as a second delegate had met with defeat, this the result of 
The DISPLAY WORLD’S expose of the plan. Consequently 
the money which would have paid for this pleasant junket 
has been saved. 


The DISPLAY WORLD editorial in its August issue, 
rapping the proposal to send two I. A. D. M. delegates to the 
Pacific Coast convention, created much excitement and 
brought results quickly. The revelation came as a distinct 
surprise to President W. L. Stensgaard, who immediately 
challenged the truth of the story, only to quickly léarn that 
it was based on fact, the plan having been conceived by asso- 
ciation officials now out of office and without either the presi- 
dent’s knowledge or approval. 


In a letter to The DISPLAY WORLD he declared that 
as long as his signature to vouchers was necessary there 
would be no chance for any delegate aside from his ap- 
pointee, Secretary L. A. Rogers, to draw a cent of expenses. 
Learning that members of the previous administration dis- 
puted his right to determine the association’s policy, he is 
reported to have fought and won a finish fight to uphold the 
I. A. D. M. constitution and to protect the association’s 
interests. 

Not only does this action bowl over Jim Berg’s aspirations, 





‘but by President Stensgaard’s triumph over the Missouri 


committeeman and his supporters the prestige of the execu- 
tive has been increased. The official delegate will deliver a 
message from the president, and I. A. D. M. members will 
know in advance what the message will be. A letter just sent 
to the entire membership carries the text of this address. 

This clash and consequent developments marks the third 
progressive step taken by the new president during his brief 
tenure of office and spells the end of the old haphazard 
I. A. D. M. rule. With a virile membership committee and 
a strong staff of educational aids to assist him, President 
Stensgaard has paved the way to greater accomplishment. 
His determination to uphold the constitution and render 
adequate service to the association may make a few enemies 
but progressive displaymen will rally to his banner and assist 
in the upbuilding of a real organization. 
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Surveys Prove That Dealers Give Their Windows Credit for 
the Bulk of Their Sales—Display Helps Approved 


By H. C. BURSLEY 
Advertising Manager, Murphy Varnish Co., Newark, N. J. 


HE average merchant regards his windows 
as his best advertising medium, his best 
salesman. Question a hundred dealers 
along this line and they will estimate that 
their windows make anywhere from 15 to 

75 per cent of their sales. Moreover, they will offer 
_good evidence to prove their estimates. One man 
will tell how his business was rescued from dry rot 
by a bigger set of windows. Another will tell how 
he has outstripped his three competitors, largely, if not 
wholly, because of his fine windows along Main Street 
and his care in making them attractive. Pretty nearly 
all of them have some kind of statistics to show what 
certain windows did for them. 

Ask this same hundred merchants how they rate the 
different factors in boosting their sales and window 
displays will be first always. National advertising will 
perhaps be third, with salesmanship second and news- 
paper advertising fourth. Or perhaps newspaper ad- 
vertising will be ahead of national advertising. 

It is not difficult to get data on this subject. My 
company ‘rom time to time sends out requests for 
information about its window displays to the dealers 
who use them and to our salesmen, which rout any 
question in our minds that the window display is away 
up in front in the dealers’ estimation as a potent selling 
force. At our meeting last year I outlined the results 
of one such questionnaire to dealers. It showed con- 
clusively that dealers were pleased with our last year’s 
display, and that they had used it extensively, not only 
in the windows, but on the counters, sometimes for 
weeks and months. As a matter of fact, I see this dis- 
play even now in use, more than a year after it was put 
out, when I visit hardware stores. 

We sent out another questionnaire to our salesmen 





TABLE A—Report on 1925 Winpow DIspLays 
BY Our SALESMEN. 


Answers to a Questionnaire Sent Out Eight Months 
After Displays Were Shipped. 
Display No. 1. Display No. 2. 
Total reports received. 250 Total reports received. 113 
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last fall, several months after the display was sent to 
our dealers. Our salesmen reported that 80 per cent of 
last year’s displays were still in use. These figures are 
shown on Table A. 

One of the important display-making firms, Munro 
& Hartford, sent-out questionnaires a short time ago 
to three classes of dealers—hardware dealers, druggists 
and grocers. The replies received to this questionnaire 
were most illuminating. Allow anything you wish in 
the way of bias to the figures of a necessarily interested 
party, and they still will be wholly convincing. 

The Munro & Hartford questionnaire went into a 
lot of different phases of the window display proposi- 
tion, all interesting, but several of the questions refer 


‘directly to the dealers’ opinion of the value of his win- 


dow. These questionnaires were collected in three 
booklets, one devoted to each of the three different 
classes of dealers. 

Advertising departments may well agree with the 
dealers that window display is of the utmost impor- 
tance. No paint product can ever hope to have a really 
national distribution such as a soap or a toilet prepara- 





(1) After your merchandise is on your shelves, what 
does most to move it? 
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(2) Do you think window display, store display and 
counter signs are selling helps? 
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(3) Have you noticed that your sales of a particular 
product actually increase during the use of such display 


material ? 
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STATISTICS COMPILED FROM THREE QUESTIONNAIRES ON WINDOW DISPLAY ADVERTISING 





(4) Do you use this material more than once? 
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(5) Do you give any preference to products made by 
manufacturers who offer store cards, window trims or 
window displays? 
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(6) How often do you change your window display 
material ? 
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tion or a food product may have. We advertise in the 
magazines, perhaps, and perhaps our advertising is seen 
by millions of people, and we must sadly. realize that, 
without real national distribution, much of the effect 
of our magazine advertising is lost. The possible cus- 
tomer goes to the hardware store to inquire for our 
product and it is not found there. Instead, the dealer 
very likely sells him another product. 

So much the more important is it that our dealers 





TABLE C—TuHeE WINpow DispLay As AN ADVERTISING 


MEpIUM. 
The Display Itself: Art Work: 
Subject. a—Artist. 
Art Work. b—Cost of art work. 
pia c—Technique. 
ize. 
Cost. Process: Strength, Dura- 
Quantity. bility. 
Materials. a—Paper. 
Construction. b—Card. 
Subject: ; c—Heavy board. 
a—Actual showing of d—Cloth. 
product. a Sienad 
b—Portrayal of product : = 
in use. f—Wood. 
c—Color card. g—Rigid frame. 
d—Panels. h—Moving displays. 
e—Selling argument. i—Paint process. 
Cost: 


Ranging from a few cents for window pasters to 
several dollars for a specially constructed display. 
Size: 
a—Sufficiently large to fill the window with acces- 
sories. 
b—A small display to remain continuously in window. 
c—A small display to be transferred to counter when 
removed from window. 
Construction: 
a—Simplicity. 
b—Strength. 
Distribution (1): 
a—Package. 
b—Shipment. 
1—Express. 
2—Mail. 
3—Delivered by salesmen. 
4—Outside distribution service. 
5—Distribution by jobbers. 
Distribution (2): 
a—Distribution to all customers. 
b—On orders from salesmen. 
c—On orders from customers. 
d—On orders. from jobbers. 
Installation: 
a—Instructions by mail. 
b—Instructions printed on display itself. 
c—Installation by salesmen. 
d—Installation by outside distributor. 
Follow-up: 
a—Reports by salesmen. 
b—Questionnaire by mail. 
c—The value of the display to the customer. 
1—Time displayed in window. 
2—Time displayed in store. 
3—Report on noted increase in sales. 
4—Number of people who pass the window. 
5—Number of people who enter the store. 
Coordination of Display with Other Advertising: 
a—Design similar to that of national advertising. 
b—Display at the same time as national advertising. 
c—Local newspaper advertising. 
d—Nisplay of goods in store at the same time. 
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should let people know they can supply our advertised 
products. The window display is one of the best pos- 
sible methods of doing this. The man or woman’ who 
has read the paint or lacquer advertisement, and who 
sees the same paint or lacquer in a window display, can 
go in and buy it if he wants to. Display furnishes the 
information necessarily lacking in the magazine adver- 
tising. If the display appears at the right time and is 
tied up in design with the magazine advertising, it will 
result in a lot of sales, and this also can be demonstrated 
without difficulty by any advertising manager who wants 
to hunt for the facts. ° 

Table C is an attempt to analyze the window display 
as an advertising medium. It takes up the different 
phases of the subject—art work, materials, costs, size, 
etc.—and the different items which enter into the use 
of the display—distribution, follow-up, coordination of 
display with other advertising, etc. 

In another table I have collected the answers to a 
questionnaire I sent out a few months ago regarding 
the use of display material. 

Question No. 1 asked if the manufacturer's method 
of distribution aimed to get his display into the hands 
only of dealers who want it and will use it. 

Question No. 2 had to do with the proper construc- 
tion of the display to insure its long life. 

Question No. 3 asked if the manufacturers have any 
method of follow-up which gives them a line on the 
extent to which the display is used. 

It is interesting to know that the fifteen advertising 
managers who replied to the first question all said that 
they send out window display material only to those 
dealers who wanted it and requested it, either directly 
or through their salesmen. 





Window’s Role in Sale Launching 
Establishment of “Davis Day” by Iowa Store Receives 
Impetus Through Two Special Displays 
3y WENDELL WEBB 
Display Manager, Paul Davis Dry Goods Co., Waterloo, Ia. 

AVIS DAY” was first celebrated on June 26 and 
the success which attended it justifies its continua- 
tion. In its launching our windows had a role as 
definite as our other forms of publicity and met 

their responsibilities as faithfully. 

The Paul Davis Dry Goods Co. has been a prominent fac- 
tor in Waterloo business for twenty-six years and it was 
thought that with the advance in road building and conse- 
quent facility for motor traffic the good-will which had been 
built up during these years might be capitalized in an annual 
sale of this type. The date was set for Saturday, June 26, 
and the plan of campaign drawn. 

On the Thursday evening preceding the sale, Waterloo 
papers carried double-page spreads announcing the event. 
The layout consisted of a series of small boxes forming a 
border around a cut of the store and a message by President 
Davis which occupied the center. The same day saw our 
windows flame forth in new trims, well filled with mer- 
chandise, but not stuffy, which we had installed Wednesday 
night. 

The two forms of advertising apparently did their work 
splendidly, but we were not content to permit the interest 
which had been created to stop at this point. Before Old Sol 
arose on Saturday morning, we were in our windows and 
had installed new displays which gave to the bargain seekers 
a view of better types of merchandise available during the 
day. 

Results were very gratifying and it is assured that the 
event will be held annually. 
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Two Letters That Speak Volumes 


I. AD. M. Committeeman Pierce Whacks Ye Editor for Whaling “Old 
Guard’—Talking Issues He Receives a Comprehensive Reply 


EFORE the last I. A. D. M. convention 
The DISPLAY WORLD laid down a 
platform which was urged upon the Asso- 
ciation. This was offered as a service to 
the rank and file of displaymen whose in- 
terests, it was thought, would be served if the na- 
tional body made greater efforts to offer a greater 
measure of aid to display clubs and individual win- 
dowmen between conventions. This expression of 
_publication interest in the trade which it affects 
brought down the wrath of the administration upon 
The DISPLAY WORLD, and inspired some of the 
leading lights to launch a campaign of slander and 
misrepresentation of its motives at the convention. 
In reporting this gathering The DISPLAY 
WORLD account did not gloss over the weak spots 
nor conceal the machinations of the “old guard.” Its 
frankly critical comment upon the greeting and its 
revelation of convention politics was more than some 
of the officials could stand without a retort. The first 
flare-up comes from E. Dudley Pierce, member of the 
executive committee for several years. His demand 
that his letter be published is gladly granted because 
it reveals bluntly the ideas and conception of the pro- 
fession held by the coterie who have dictated I. A. 
D. M. policies in recent years. His communication 
and The DISPLAY WORLD’S reply follows, para- 
graphs of both letters treating the same subject mat- 
ter being numbered identically. This will enable 


readers to check more carefully. 
MR. PIERCE’S LETTER 
Editor “The DISPLAY WORLD”: 

Upon my return from a month’s vacation, I had one of 
the surprises of my life when I opened up twenty-four (24) 
letters from various members of the International Associa- 
tion of Display Men, relative to your convention report in 
your non-constructive mud-slinging ournal. 

You people know that criticism, in order to be construc- 
tive, niust be replaced with a statement that would better 
conditions and make them more substantial than the article 
or objects criticized. 

It is too bad that as good an educational journal as The 
DISPLAY WORLD has been, should revert its policy to 
the destruction of the display profession, criticizing men to 
whom you look for the success of your journal—as you must 
have circulation to secure advertising. 

In reply to your article, “I. A.D. M. Usefulness at Stake,” 
I wish to reply by paragraph: 

1. Whenever you say that the Old Guard, as you term 
them, are a handful of self-appointed leaders and not elected 
by the wishes of the majority (of which you know that vote 
controls), you are a plain and deliberate liar. 

Relative to the presidency of President Stensgaard, the 
discussion of sacrificing other candidates in order to hold 
control by electing Stensgaard, was never discussed in any 
form in my presence at any time. 

2. Relative to “no representation from various parts of 
the Eastern States and the Mississippi Valley,” these are con- 
ditions which your journal or any other body cannot control, 
as local conditions, vacations, and the refusal of various 
firms to send their men to the convention, bearing their ex- 
penses, controls these conditions. 





3. You are also a liar when you say that the executive 
committee and Board of Directors denied representatives and 
delegates from the floor to sit in their meetings. 

Relative to your May issue, “The Decks Are Cleared for 
Action,” I would say that this article was very unkind and 
all uncalled for, and showed the political end of your paper 
up in fine style. One thing that I am very proud to state 
for our official organ is that they never have, to my knowl- 
edge, entered into the politics of our association. 

4. As to the machine control that you refer to, there is 
no such thing. But there must be at the head of every 
organization a progressive, well-balanced body of men, who 
are leaders. And you know perfectly well that it is not the 
nature of-all men to be leaders. You also know that no 
body of men all agree upon one subject, or See it in the 
same light. 

I will venture to say that you have a number of men on 
your advisory board who do not approve of your paper 
taking an active political issue in the I. A. D. M. politics. 

Relative to “political speeches being made from the floor,” 
for your enlightenment I wish to say that it was voted upon 
a number of years ago, by the body as a whole, that the 
nominations should be made in the executive and board of 
directors’ meetings for several reasons. First, that upon in- 
vestigation we found that all other large organizations 
have a nominating board; second, that the reason for this 
nominating board and elimination of political speeches from 
the floor was to save time (which used to take up a half-day 
session) which should be given over to educational work. 

5. Third, that you know that there is always some in- 
competent person seeking office, who fills a very small posi- 
tion, and, with a good campaign manager, and good speaker, 
could be easily elected to office to represent our body. 

6. And certainly when a program or journal showing the 
officers controlling this organization is laid before the presi- 
dent of a large concern, and he sees the type of men that 
control the organization, and that they represent very small 
firms, it is certainly not an incentive for them to send their 
men to the conventions. 

7. Our conventions have been a much greater success 
since we have eliminated all politics and useless discussions 
at large from the floor. And your “tiny body of men” that 
you speak of are leaders in their profession and are certainly 
working hard for the upbuilding and furtherance of the 
I. A. D. M. And when you say that they are not working 
for the good of the profession, I am very frank to say to you 
not only on paper, but would be delighted to tell you in per- 
son (with my glasses removed) that you are a liar. 


Relative to the fight carried on against J. Duncan Wil- 
liams, of Chicago, for secretary, I would say that to my 
knowledge there was not any organized fight carried on, and 
certainly men are entitled to their personal views if they 
wish to speak them, as well as you are entitled to express 
yourslf through the columns of your journal. I would say 
that there was only one reason why I did not vote for Wil- 
liams, and that is that it takes him too long atime to ex- 
press himself, and that he wishes to occupy the floor. and 
the program too long for the benefit of the organization. In 
other words, “It’s too much Williams.” 

On page 9 of your July issue, where you speak of the 
election of the executive committee, it is certainly very 
unkind of you to say that two such men as Jim Berg and 
myself are inclined to a backward tendency, relative to the 
affairs of the association, for it is the untiring efforts ot 
such men as Berg, Amdahl, Kieffer, Wendell and Teal that 
has brought the organization up to the present standard and 
placed it on the self-sustaining basis. 

8. All I can say relative to your attack on Lou Rogers, 
our secretary, as far as I can see it is nothing but a dirty 
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trade-journal proposition. Perhaps Rogers, as well as others, 
has done a few things that have not met with my personal 
approval, but, on the other hand, I also have done things 
which have not met with the approval of other officers—no 
more than your dirty, mud-slinging has met with the ap- 
proval of the display profession as a whole. 

You do not need to worry relative to my support of Mr. 
Stensgaard, our new president, because he knows that I am 
at all times ready to do anything in my power for the up- 
lifting and furtherance of our organization. And he has my 
word as a gentleman to aid him in every way possible as a 
member of the executive committee for the success of his 
administration. 

9. I do not think that there can be any misunderstanding 
relative to my opinion of the articles in your paper, and I 
really feel that if you wish to do justice to yourselves, that 
you will publish this letter, word for word, as it is received, 
because if this is not done it will be received by every one 
of the gentlemen who are connected with your editorial 
advisory board. Also a copy will go to each of the executive 
committee, the president, and other officers of the I. A. D. M. 

Yours truly, 
E. DUDLEY PIERCE, 
Member Executive Board, I. A. D. M. 


THE DISPLAY WORLD’S REPLY 


Dear Mr. Pierce: 


I have studied very carefully your somewhat fiery letter 
of the 5th inst. Your frankness is interesting and your 
willingness to discuss issues will atone for your frequent use 
of the “short and ugly word.” 

Your letter is a convincing testimony to the soundness of 
our contentions, showing so clearly that even the dullest 
wit can realize that you personally and in common with the 
twenty-four others to whom you allude feel a proprietary in- 
terest in the I. A. D. M., which must be protected against 
the RANK and FILE. 

1. Following your plan of digesting our recent editorial 
matter, I may say that in reference to your first contention 
the executive committee is NOT elected by a majority or 
even a minority of the I. A. D. M. membership. It is chosen 
by presidents of the affiliated clubs or their representatives, 
enabling these men to dictate association policy while the 
constitution does not grant individual members any repre- 
sentationswhatever. In this respect, at least, your accusa- 
tion falls flat. 

2. On the issue of national representation a national 
body as old as the I. A. D. M. should have no difficulty in 
securing a representative attendance from most of the states. 
Its feebleness is denoted in this inability brought about by 
lack of the foresight to create strong local bodies. A move- 
ment firmly established does not require pummeling and 
drubbing to bring out its membership or their representa- 
tives. They come because their interests are at stake and 
they want to be on hand to promote and defend them. But 
when a national body is a mere shell having little relation 
to the local bodies and unaffiliated craftsmen, offering only 
a faint suggestion of value pertinent to the individual mem- 
ber’s professional needs, the latter is not slow to grasp the 
fact and his interest dies. This is the canker that is eating 
out the heart of the I. A. D. M. today. 

3. As to your third grievance, we have never in any 
fashion intimated that the membership was definitely ex- 
cluded from committee sessions, but conditions make their 
attendance to no avail, and, therefore, this attendance is vir- 
tually throttled. 

4. Your most significant statement is the confession of 
“the need of a progressive, well-balanced body of men who 
are leaders.” This is as positive proof as could be asked for 
our assertion in July that “President Stensgaard’s opposi- 
tion rests not so much in the willful obstinacy of the ‘Old 
Guard’ as in their lack of vision and the conceited belief 
that as ‘Fathers of the Association’ they are vested with in- 
disputable title to its assets and management.” “Progressive, 
well-balanced bodies of men” are not required to sit up 
lights and act as nurses to virile; healthy craft associations. 
Take the gag off your membership; give it a chance to think 
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for itself and to legislate for itself, and, with the reflected 
interest which this liberty will provide, increased strength 
and heightened interest is assured. 

There is no more efficient government known than bu- 
reaucracy, or, in plain English, “gang rule,” when the “gang” 
is in tune with the masses. But no matter how honest and 
sincere, once it loses its ability to serve the masses it is the 
greatest hindrance to progress known. 

In this instance it would be well to say that we have 
not challenged the integrity of any of the I. A. D. M. com- 
mittes. Many of their veterans, such as Amdahl, Kieffer, 
et al, have worked valiantly and made personal sacrifices to 
advance the cause. But this does not alter the situation. 
The needs of the I. A. D. M. are stronger clubs, greater 
membership and greater service in ideas, plans, education 
and aid to members. What organized effort is the associa- 
tion now making to further these developments, and what 
can it offer the ordinary displayman unless it does give him 
these benefits ? 

5. Your insistence upon the dangers from incompetent 
office seekers and the wisdom of insuring the election of 
“big men” to the chief offices is laughable. For years your 
hand-picked presidents and minor officers have frequently 
fallen short of the “big man” type. 

6. Your concern for the manufacturers is commendable, 
for they have gone out of their way to assist in furthering 
the association. But they are astute enough to know that 
all is not well and their support would be more whole- 
hearted if the spirit of the association was better. If they 
will aid the shell of an organization, they will rally to a 
revivified movement with twice the enthusiasm. 

7. Conventions do not make an organization, as the very 
limited membership of the I. A. D. M. proves. The modern 
American demands one hundred cents worth of value for 
his dollar, and any organization that expects to keep his 
interest and get his money must deliver the goods. The 
form of administration is not vital; any type can get results 
if its executives know what they are after. It was the very 
apparent lack of this understanding of the profession’s needs 
and particularly the indifference toward the “little fellow,” 
who outnumbers the display executives five to one, that in- 
spired our May editorial and subsequent comment. 

8. If we have handled the “Old Guard” roughly, it is 
the logical result of events. They did not scruple to flood the 
recent convention with falsehoods and slander of The DIS- 
PLAY WORLD to poison the minds of uninformed dele- 
gates against our publication. Having drawn the sword, 
their squawking at this time does not excite any sympathy. 

Yet we do not seek the role of relentless critics; we 
would be happy to find in the plans which President Stens- 
gaard is now forming a program which we could indorse 
wholeheartedly and promote sincerely—a program covering 
current needs at least as far as association finances will 
permit. 

In other words, The DISPLAY WORLD is sincerely and 
wholeheartedly championing the cause of window display 
advertising, believing that in this course much will be ac- 
complished in making the I. A. D. M. a sound, serviceable 
and helpful institution. 

We consider it our duty to publish your letter as re- 
quested, because letters of such character are highly illumi- 
nating, and we believe prove as nothing we could write the 
justness and truth of our statements. We shall, however, 
parallel it with this reply. 

Very truly yours, 
CHARLES R. ROGERS, Editor. 





Marionette and Punch and Judy shows never fail to stimu- 
late toy and holiday sales among the younger folks and 
service on these features is now being booked for large de- 
partment stores by Lillian Owens Marionettes, 145 East 
Forty-second Street, New York City. 





Artab Studios have recently taken larger ‘space at 242 
West Fifty-fifth Street, New York, and are making great 
strides on silk stencil window displays in litnited editions 
for national advertisers. ta aye? 
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Wrought Iron Newest Fixture Foible 


Swing Toward Use of Ornamental Metal in Windows Develops 
Surprising Diversity of Decoratives and Furniture 


By J. W. EMERSON 
Display Specialist, Chicago, Ill. 


HE displayman who is on the lookout for 
something new or something different in 
decorations or fixtures for his windows 
must keep himself well informed on all the 
newest developments in art and ornament. 

One of the present day fads is the extensive use 
.of wrought iron decoration in furniture and in in- 
terior adornment. Here we have something that lends 
itself in a very practical way to the show window. It 
is practical because it canbe developed not only in the 
window decorations, but also in window fixtures and 
in lighting effects. It is also very much in keeping with 
the present day extensive use of caen stone, travertine, 
and plaster-textured walls in the development of both 
permanent and temporary backgrounds. These walls 
are peculiar to Spanish and Italian interiors, and the 
wrought iron decorations are largely drawn from inte- 
riors of this type. 

The diversity of wrought iron decorations is really 
surprising. There are ornate rods from which to hang 
draperies, curtains and wall hangings; graceful gates, 
doors, tables of all kinds with wood or mArble tops; 
chairs, pedestals and benches. In lamps there is a 
wonderful assortment of bases, standards, hanging fix- 
tures and wall brackets. Mirrors and pictures are 
framed in lacey designs, while other frames are used to 
decorate placques, screens and panels. 

Every conceivable type of window fixtures is now 

















Console Table: Mirror by Roman Art Iron Works; 
Table by Russian Antique Co. 


obtainable in a good variety of designs and a wide range 
of finishes. The most popular is the polychrome finish 
in dark tones. This polychrome or multi-color finish 
can also be had in pastel shades to fit in with the dainty 
color schemes of light-colored backgrounds and with the 
showing of dainty goods, such as lingerie, infants’ wear. 
light-colored hosiery, and linens. 

Metal finishes are also available. Among the notable 
fixtures which are now being executed in wrought iron 
is a group manufactured by the Curtis-Leger Fixture 
Co., which was designed by E. H. Leaker, display man- 
ager for the Hub Clothing Co., Chicago. Mr. Leaker’s 
eminent position in display circles invests these fixtures 
with an interest which displaymen have been quick to 
appreciate. Every piece is nicely proportioned, and, 
though massive, is symmetrical and graceful. 

The Russian antique wrought iron furniture: pos- 
sesses a charm of equal degree. Running the gamut of 
console tables, chairs and benches, coffee tables, bridge 
lamps, floor lamps, smoking stands, lanterns, cande- 
labras and a wide variety of other similarly favored 
pieces, this line, produced by the Russian Antique Co., 
New York, has much of the field to itself. Hand 
wrought iron finished in black and gold, with hand- 
painted flowers, gives the product unusual beauty. 

In order to present an outline of the beauty and 
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Iron Gates Set in a False Background, Iron Brackets and an Iron Lantern Ornament This Setting 


utility of wrought iron, I am illustrating here a complete 
window setting with wrought iron as a dominant note. 

Of prime importance are the iron gates set in an 
archway, formed by building a false background about 
eight inches in front of the permanent background, so as 
to give depth to the arch. This false background can be 
made of wallboard finished in plastic paint and given 
rough stipple effect. The space back of the gates is 
filled in with a scenic painting done either in realistic 
effect, poster style, or in tapestry texture. A wrought 
iron lantern is hung from the ceiling just above the arch. 

The drawing indicates the possibilities of wrought 
iron, and will suggest how plans along similar lines may 
be developed. 





Pacific Coast Clans Assembling 


Committees in Charge of Preparations for Convention 
Entitled to Praise for Vigorous Campaign 

UT a few days remain until the opening of 

the annual Pacific Coast Association of Dis- 

play Men’s convention at the Olympic Hotel, 

Seattle, and the windup of as vigorous a 

campaign for craft interest as the country has ever 
witnessed. 

The Pacific Association may well be proud of the 
dynamic administration and the virile committees 
which have served it in making preparations for this 
assembly. No task has seemed too large nor has any 
obstaclé been found too great to surmount. With the 
initial sessions but a few hours away the chairman and 
members of these hustling bodies may lay down their 
burdens with signs of satisfaction, knowing that they 
have done the utmost to secure attention and to stimu- 
late interest in this yearly meeting. 


‘The educational committee under the direction of 
Ralph Pfister has whipped together a commendable 
program, in which talent drawn from the profession 
and the best brains of western universities are inter- 
mingled. All the new in live model drapes, all of the 
experience of contemporary bodies, and all of the 
standard tricks of the trade will be demonstrated to 
the visitors as the result of this committee’s labors. 


Convention Director William Scharninghausen, of 
Seattle, the commanding general of the convention 
forces, has made sure that the exhibits will be in 
keeping with the occasion and has sold the bulk of 
display space. In a last effort to assure maximum 
attendance his organization has issued a four-page 
bulletin under the masthead of, “Seattle—The Dis- 
playmen’s Mecca,” in which the features of the con- 
vention, the purpose of the association, and the zest 
of a trip to Seattle are interwoven. He has not for- 
gotten the lure of the western metropolis’ parks and 
boulevards, her aviation fieids, her harbor, and finally 
the quaintness of her Oriental section with its Chinese 
joss houses, bazaars and restaurants. “Do not make 
this a business trip” is his final plea. “Bring the 
family and make it a real vacation in Vacation Land.” 


The Pacific Coast Association is headed by James 
A. Wilson, Cheastys, Seattle, president; A. O. Hewitt, 
Ben Selling Co., Portland, Ore., first vice-president ; 
Bert A. Smyser, Stone-Fisher Co., Tacom 
second vice-president; J. Walter Johnson, Powers 
Furniture Co., Portland, third vice-president; H. W. 
Stohlton, Seattle, secretary, and William Scharning- 
hausen, Bon Marche, Seattle, convention director. 
Karl Amdahl, Palace Store, Spokane, is chairman of 
the. executive committee. 
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Display at Zenith in St. Louis Show 


Lure of Pageant and Spectacle Envelopes Wholesalers’ Fall 
Fete in Which “Flapper Queen” Is Glorified 


By MILLS WELLSFORD 
Special Representative, The Display World, St. Louis, Mo. 





HE St. Louis Fashion Pageant, for ten 
years an inspiration to thousands of dis- 
playmen and merchants in displaying and 
selling fall styles, was held August 3 to 20 
in the Garden Theatre, the magnificent 

new open air amphitheatre which was dedicated last 

year as the permanent home of the internationally 
famous pageant. 

Hundreds of retail store style shows, as in previous 
years, will be inspired and influenced by this year’s 
Fashion Pageant, which is generally conceded the most 
artistic yet held. Display managers came from many 
parts of the country to St. Louis to get ideas for the 
settings, promenades and entertainment features of their 
own style shows. 

The modern flapper, setter of the style pace today, 
was cleverly featured in this year’s pageant. 


The opening scene was a promenade of ancient 
queens, in all their glory, who had come to pay their 
homage to the Flapper Queen. Her throne, at the rear 
of the stage, was upon a balustrade approached by 
broad steps: The ancient queens occupied places at her 
side, and the scenes following were understood to be 
given for the entertainment of the queens, although they 
later disappeared from the balustrade. 


“The Evolution of Fashions” was the first number 
that the queens witnessed. It took exactly twelve gar- 
ments to trace the changing of styles from the Italian 
Renaissance to modern times. The selection was as 
follows : The Italian Renaissance Girl, the Cavalier Girl, 
the Puritan Girl, the Spanish Girl, the Old French Girl, 








the Colonial Girl, the Directoire Girl, the Dickens Girl, 
the Hoop Skirt Girl, the Bustle Girl, the Annie Rooney 
Girl, and the Gibson Girl. 


The number proved extremely interesting and valu- 
able to visiting retail men. The period costumes were 
not only beautiful in themselves, but their historical 
accuracy was assured by careful research. 


The first promenade of the models—appropriately— 
followed this scene. Their approach was heralded by 
the entrance of six saucy pages, in the most abbreviated 
of costumes. The pages advanced to their stations on 
the stage runway, which was divided from the stage by 
a lagoon of water, and the runway that traversed the 
auditorium half way to the rear. Beside each page was 
a large book, bound at the top, in which a sheet was de- 
voted to each costume, giving credit for the hat, the 
shoes and the garment. 


In front of the pages on the stage runway were 
pedestals, about a foot high, which revolved slowly as 
soon as a model stood upon one of them, an ordinary 
electric motor, geared to a very slow speed, revolving 
the top plate. On the auditorium runway the models 
merely paused and retraced a few steps before each 
page. 

Each model promenaded, first, half of the stage run- 
way, and the same half of the auditorium runway, and 
then repeated on the other two halves. The models were 
practically all girls experienced in the work. They were 
chosen first for grace and charm, and second for their 
prettiness. It is the ideal of the directors of the Pageant 
that these girls shall embody the qualities of American 





Interesting Pageant Characters: Left, Two Diminutive Pages; Left Center, the “Queen of Sheba”; Right Center, the 


“Hoopskirt Girl’; Right, the “Italian Renaissance Girl” 
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womanhood that will arouse the emulation of the 
thousands of women who witness the Pageant each year. 

The primary purpose of the Pageant, of course, is to 
present the new autumn styles to merchants visiting the 
St. Louis market.. But the entertainment features of 
the production have done their share to win it fame as 
“the world’s greatest trade show.” 

On the great stage of the Garden Theatre, with its 
ceiling the sky and its backdrop a grove of trees, flanked 
on each side by a giant elm, the entertainment features 
of the pageant are carried out on a grand scale and in 
a spectacular manner. Pageantry and colorful dance 
scenes, in which the large stage is well populated with 
brilliantly costumed actors, have been found to be par- 
ticularly effective. 

So the scene that followed the first promenade of 
models was ““A Spanish Fiesta.” A large ballet, headed 
by noted soloists, and by a trio of Spanish dancers, took 
part in this episode. The costumes and the lighting 
were unforgettable. 

The first promenade of models featured dresses ; 
the second, following the Spanish scene, displayed coats. 

In these first two promenades, a new departure this 
year was the modeling of men’s clothing. This idea has 


been used with success in a number of retail style shows, 


and proved a similar success in the pageant. 

One of the spectacular features of the production 
was ice skating in August. As a preliminary to this 
episode, a winter scene in which dancers and a ballet 
were featured was given. One novelty in this scene 
Was two snow men made of fluffy cotton, who remained 
motionless throughout the solo and ballet dances, but 
who came to life at the end as a pair of soft shoe 
dancers. 

Back stage, during this scene, specially constructed 
freezing ‘machines had been engaged in turning a shal- 
low pool of water into solid ice under the heat of an 


Concluding Scene of Pageant—“Vanity Fair,” With the “Flapper Queen” Atop the “World,” Surrounded by Dancing Nymphs 
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August night. In the ice skating that followed, four 
world’s champions went through their amazing evolu- 
tions on ice that a few minutes before had been water. 

The third and last promenade of models featured 
elaborate costumes. 

The show was brought to a conclusion by “Vanity 
Fair,” a scene in which the Flapper Queen, a beautiful 
girl in undraped flesh tights stood upon a gigantic re- 
volving ball, admiring her charms in a great hand 
mirror, while a group of nymphs danced about the ball 
below her. 

The simple but beautiful balustrade background, 
shown in the illustrations, was used throughout the vari- 
ous scenes. It was of wood, painted to resemble granite, 
and was merely changed slightly to make it appropriate 
for each ecene. For instance, in the snow scenes, the 
placing of fir trees before the balustrade, and the sparkle 
of cotton and “glitter” on it to resemble snow, yielded 
an entirely different appearance. 





WILLIAMS TO HOLD BOARDS IN EAST 

J. Duncan Williams, Chicago correspondent of The DIS- 
PLAY WORLD and display director for the National Asso- 
ciation of Retail Clothiers and Furnishers, will have charge 
of window demonstrations at the national convention of this 
body to be held at Philadelphia, September 20-24. This is 
one of the big “departmentals” of this gathering. 

At the conclusion of the convention he will go to Boston 
to conduct a two weeks’ school in men’s wear display. A 
class organized under the auspices of the New England 
Association of Clothiers and Furnishers, a subsidiary of the 
National Association, will be trained in the finer points of 
window presentation. 

On September 28, the day following the windup of this 
course of instruction, he will address the Boston Rotary 
Club on “Window Display.” “I feel rather keen about this 
invitation,” says Mr. Williams, “and am devoting a good bit 
of time to working out a talk that will be of specific interest 
to the various and sundry businesses that go fo make up a 
rotary club.” 
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What Does Greater Intensity Cost? 


~The Gauge by Which to Determine the Extent of Its Expense Is the 
Addition to the Window Audience Which It Can Obtain 


By JAMES A. TOOHEY 
Engineering Dept., Illuminating Service, Holophane Glass Co. 


EEPING pace with the requirements of 
the modern store window is a task which 
is not wholly welcome. The changes 
in intensity which must accompany the 
growing brightness of night illumina- 
tion calls for frequent overhauling of lighting sys- 
tems, and, as has been pointed out, the standards of 

“window lighting have been altered so often by changing 
conditions that the text-books governing technique are 
seldom up to date. However, Mr. Average Merchant is 
too clever and too keen to keep abreast of the times to 
turn a deaf ear to the advice of the illumination expert. 
Window shopping is too highly developed and the value 
of windows is too well known to take a chance on infe- 
rior or antiquated devices. He is quite willing to push 
forward and to install new equipment when he can be 
assured that the cost is not prohibitive. 

With all the sincerity and disinterestedness which 
the engineer has displayed, he has not been able to 
wholly overcome the merchant’s suspicion that the 
largely increased volume of lighting will result in a huge 
increase in current consumption. Like the passer who 
hesitates to inquire about a garment in a window which 
does not carry a price ticket, the retailer blinks at con- 
sideration of intensified illumination because he is afraid 
that the cost will exceed his means. 

The executives of G. Fox & Co., Hartford, Conn., 





were bordering on this mood when approached by repre- 
sentatives of the Hartford Electric Co., who proposed 
a change to groups of lamps totaling ninety-eight 200- 
watt Holophanes of the No. 944 type, with twelve-inch 
spacing. 

The Fox store is the largest in the state, and occu- 
pies a site on Main Street, which carries about three- 
quarters of the downtown traffic. Their windows were 
at the time using fifty-six 150-watt lamps in mirrored 
reflectors, producing a fair volume of light at a cost per 
hour of a shade over twenty-five cents. 

The executives listened patiently to an explanation 
of the benefits that the new window aids would create; 
their interest proved that they were not dubious as to 
their lighting problems. They were interested in but 
one issue. What would it cost? How much would it 
increase their electrical expense? 

Cost is always relative; you can always strike a 
comparison with the outlay for some similar purchase 
providing a like degree of benefit, for it is the gain 
made, the pride served, or the security provided which 
ordinarily inspires buying. It was evident that the Fox 
officials were interested in additional lighting volume 
as a means of securing more window advertising, but 
cost was the major factor in determining acceptability. 

Here was a situation which called for adroit man- 

(Continued on page 84) 





G. Fox & Co. Window by Display Manager Nissell Photographed’ Under the Illumiration of the New Lighting System 
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One of the biggest 

factors in retail selling 

today is the display 

window. The problem 

of creating more sales 

through the pulling- 

power of the well-lighted 

show window is of vital im- 

portance now more than ever 
before. - 











X-Ray Super-lighting is the solution of 
that problem! High-intensity illumina- 
tion is universally accepted in display 


Above is the X-Ray No. 900 Giant circles as a forceful way to put across 


Reflector. This powerful unit is de- P 
signed for use with the most efficient the sales message in the show window. 


500 or 300-watt Mazda lamp. The 
Giant is for use in large deep win- Mr. Displayman, 
dows with high trim, while its part- you nee d 
ner, the Leviathan No. 910, is for use 
in large shallow windows. Mogul SUPER- 
sockets are included with both. lighting! 
The Hi 
' - 3 No.88 Win 
a. Gases floodlight 
—_— shown above, 
supplements the 
Super-lighting 
show window 


CURTIS LIGHTING, Inc. : seer. WE 


J . unit is used to 

1119 West Jackson Boulevard jaa a > emphasize with 

(eine = high-lights any 

31 West Forty-Sixth Street, CHICAGO 3113 West Sixth Street, Jf SH Achnite object 
New York Los Angeles . display. 
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The Blight in Stone Backgrounds 


Chill and Repelling Digmty of Prevailing Modes for Window 
Too Frequently Subordinates Merchandise 


By O. WALLACE DAVIS 
Display Manager, H. Batterman Co., Brooklyn, N. Y. 


E are hearing much and seeing more of the 
term “modification” in regard to certain 
laws, and amendments of and to our own 
constitution, and it becomes quite natural 
to apply it to elements in our own daily 

routine of work. 

Making a few mental notes of the day’s work, I find 
myself strongly persuaded that stone backgrounds and 
their many imitations are somewhat in need of just a 
bit of the popular treatment—‘modification.” Going 
into the subject and reviewing it more carefully, the 
more I become convinced that my impression is correct. 

It is apparent that only by a wise application of 
“modification” can we learn the greatest potential possi- 
bilities of such settings and begin to utilize their full 
value in the advantageous showing of merchandise. 

Of course, there is absolutely no question in the mind 
of the writer as to the desirability of such settings, nor 
do I wish to infer that what I shall say applies to all of 
them. I have observed that many of the men of the 
profession have long recognized the facts I shall por- 
tray, and, with great ingenuity, have set about solving 
the problems arising from the use of this type of back- 
ground. 

Still, we often see these massive, cold, lifeless set- 


tings used in all their severe, repelling dignity, with the 
merchandise on display suffering from “display starva- 
tion,’ a phrase which seems to express the correct 
analysis of their troubles. 

The symptoms are lack of color, warmth, non-alli- 
ance of merchandise and lettering, and a sort of feeling 
of “In the prison cell I sit” atmosphere all over the 
display. This is especially true where some of the finer 
fabrics and those of delicate hue and dainty tints are 
being shown. Then it is that we are strongly impressed 
by the disastrous effect produced upon the merchandise 
—which is quite overwhelmed by the background. 

An “out of environment, out of sympathy, out of 
its element” feeling pervades the entire display, and 
candor compels us to admit that it is also “outta luck.” 
The merchandise on display is belittled rather than 
glorified; the “big stone wall’? becomes the “whole 
show,” and the fabrics or gowns, or whatever wares 
are on view, become an unimportant factor. This may 
be somewhat overdrawn, but I am sure that this criti- 
cism will serve to bring out my point—that much care 
is required in arranging displays before stone settings. 

It is my personal opinion that thé present trend 
toward stone is a reaction from the elaborate and fanci- 

(Continued on page 61) 
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A Drawing by Mr. Davis Illustrating Decorations by Which the Severity of Stone Backgrounds May Be Lessened 


, September, 1926 
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$16,000 in Cash Prizes 


for the Best KOTEX Window Displays 
Grand Prize, $2500 in Cash 


931 Other Prizes 


‘ 


Four First Prizes of $500 each. The best window of the four will 
receive $2000 additional, making the grand prize of $2500 in cash 


ISPLAY MANAGERS — here’s 

your chance to win the biggest 
cash prize ever offered for a window 
display to our knowledge. In addi- 
tion—a rarige of 931 other worth- 
while prizes—every one worth hours 
of your time and creative ability. 


Open to every Kotex Dealer 


in the United States 


This contest is open to every store in 
the United States that sells Kotex. No 
catches or tricks in it—you 


Dry Goods and Department Stores in Towns 
of Less Than 25,000 Population 


URNS BOE 6 hide cciewaces $500 in cash 
BeCOM FES. occcaeseves $300 in cash 
PP ec cctccssvctee $200 in cash 
POMPE PFIEG. «ccc cccccds $100 in cash 
Two next Dest... ..ccsvex $75 in cash 
Three next best.......... $50 in cash 
Twenty-four next best... $25 in cash 
One hundred next best... $10 in cash 
One hundred next best... $5 in cash 


233 cash prizes in this division, $2 for your 
photograph whether you win a big prize or 
not. 





Drug Stores in Cities of 25,000 





don’t even have to fill out Population or More 
an entry blank. Just read First Prize ......... _ im oo 
Sos Second Prize ........ 0 in cas 
the rules of ys pe il 2.00 PRG PEINO cececouss $200 in cash 
trim your window; an mai Fourth Prize ........ $100 in cash 
us a photograph. That’s PAID Two next best........ $75 in cash 
your entry. Three next best...... $50 in cash 
for Every Twenty-four next best $25 in cash 
Every different photo- Photograph One hundred next best $10 in —_ 
graph you send will re- Received One hundred next best $5 - cas 
ceive full consideration for 233 cash prizes in this division, 
$2 for your photograph whether 











the grand prize. Trim as 
many windows as you wish. Whether 
your window is large or small—on 
Fifth Avenue or Main Street—you 
have an equal chance to win the $2500 
grand prize. The more you send—the 
better youf chance. 


Can you use $2500? 


It’s a sum worth going after hard— 
and 931 other prizes in addition. Read 
the full details of this great contest. 
Line up your stores—this prize money 
is worth the greatest effort you ever 
made to design and trim a prize- 
winning display. 


932 CASH PRIZES IN 
4 BIG DIVISIONS 


Everyone has the same chance to win 
a big prize. We actually pay you 
$2 to make your photograph. 


Study These Big Prize Divisions 


for Your Classification 


Dry Goods and Department Stores in Cities 
of 25,000 Population or More 


Rivet eee es ices easiest $500 in cash 
Second: Prise: oivva'vesieces $300 in cash 
yy! Bo | ENR ke $200 in cash 
POUPCH: PEIO ie oi5'0'5.5 oso ee $100 in cash 
TWO. BOR: DOE sccecece $75 in cash 
Three next best.......... $50 in cash 
Twenty-four next best... $25 in cash 
One hundred next best... $10 in cash 


One hundred next best... $5 in cash 

288 cash prizes in this division, $2 for 
your photograph whether you win a big 
prize or not. 


you win a big prize or not. 





Drug Stores in Towns of Less Than 25,000 


Population 
Pivet PRR fee6icccvcdivesc $500 in cash 
Second -PrIn® oc ccceccate $300 in cash 
TE Ee ha ecivee veces $200 in cash 
WCPO PPS vc. ccccceces $100 in cash 
PWS. MEXt: Desh. .....ccccce $75-in cash 
Py a | ee are $50 in cash 


Twenty-four next best... $25 in cash 
One hundred next best... $10 in cash 
One hundred next best... $5 in cash 


Factory-and-Nurse 
display, picturing the 
organization back of 
Kotex; this display 
must be used in every 
window submitted. 





38 inches high x 43 ; N 
inches wide. 


(x) j W N \ 





miammoth sanitary fack 
required to supply the demayid 


233 cash prizes in this division, $2 for your 
photograph whether you win a big prize or 
not. 





Rules of the contest 


1—Open to every Drug, Dry Goods, Depart- 
ment and:General Store in the United States. 
No entry blanks to fill out—your photograph 
is your entry. 


2—The only requirement is that you send us 
a photograph of a Kotex display that you 
have installed any time between now and 
midnight, October 31st. This display must 
contain the Kotex factory-and-nurse display 
illustrated below and marked (X). The photo- 
graph must not be smaller than 6x8—and 
preferably made at night. 


3—Write your name and address, also the 
name and address of your store, plainly on 
the back of the photograph and send by first 
class mail to Contest Editor, 166 W. Jackson 
Blvd., Chicago, Il. 


4—Secure figures which will show the in- 
crease in Kotex sales for seven consecutive 
days traceable to this window display and 
send us a brief letter describing this increase, 
giving either actual figures or percentage of 
increase. Your window must remain in at 
least one week. 


5—See that you have Kotex window display 
material on hand and additional material of 
your own, 


6—Send as many photographs as you wish. 
Every different display you send in will 
increase your chances of winning a big prize. 
No dealer can win more than one prize. 


i—Boxes_of Kotex must not be displayed 
with the ends open and the pads exposed 


Photographs of displays containing open 
boxes will be rejected. 
CAUTION: Be sure your photograph is from 


a 6x8 negative or larger—packed between 
heavy cardboard and mailed flat — not 
rolled or folded. 








How prizes will be awarded 


To make absolutely sure that the best win- 
dow wins the big $2500 prize—we will ap- 
point unbiased, impartial judges, not em- 
ployed by our company, who will select the 
winners on the following fair basis: 


L. Attractiveness «se cecccccs 200 points 
pe eee Sree 200 points 
Sales Result ........ @--- 100 points 

. Forcefulness. of Message.. 200 points 

. Use of Kotex Material.... 100 points 


AIH orm 


- Useof Own Display Material 100 points 
Decorative Effort 100 points 
1000 points 
In case the judges are unable to decide 
between two or more windows in the same 
class, each will receive the full cash prize. 





Contest Open Now— Closes Midnight, October 31st 





CELLUCOTTON -PRODUCTS COMPANY, 166 West Jackson Blvd., Chicago, IIL 
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Celotex As A Background Material 


Chicago Stores Discover That New Insulating Lumber Fashioned 
From Cane Fibre Produces Beautiful Props 


By GLENN C. HAYES 


Celotechnic Institute of America, Chicago, Illinois 


HE foundation of every display, no mat- 
ter how simple or elaborate or what 
kind of merchandise to be displayed, lies 
in its background. A good background 
is a fundamental to a good display. The 

function of the background is to strike the pitch 
for the display as a whole and to give it a setting 
tat is both harmonious and forceful. While the back- 
ground can make or mar the window, it must always 
give the impression of being subordinate to the mer- 
chandise. It must not detract attention from the goods 
to be sold, but simply enhance their appeal. 

Creating such backgrounds is a matter on which the 
displayman can profitably spend much thought and 
effort. In selecting the material for constructing a back- 
ground for a window display, some of the factors to be 
considered are adaptability to a large range of decora- 
tive treatments, ease of handling, durability and reason- 
able expenditure. 

A material which has been growing more and more 
into favor for this use, and which meets all the require- 
ments, is celotex insulating lumber. While primarily 
intended for use as a structural insulation in walls, ceil- 
ings and roofs of buildings, enterprising displaymen 
of such firms as Loren Miller & Company, Cable Piano 








Side Walls of Celotex Used in Cable Piano Co. Windows 


Company, Cutler Shoe Store, Palmer House Shoe 
Store, Bissell and Weisert Piano Company, and others, 
have found it well adapted to their uses. 

Celotex has an interesting origin. It comes from 
cane fiber made into boards, which are sawed, nailed 
and handled like lumber or ordinary wallboards. It is 
peculiarly adapted to display settings in that it does not 
warp or buckle and is light to handle, a four-by-ten-foot 
board weighing only twenty-four pounds. By moister- 
ing the boards before nailing them in place, wausual 

(Continued on page 71) 





A Graceful Arch in the Windows of the Cable Piano Co., Chicago, Illustrates the Beautiful Effects Obtainable From Celotex 
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Koester Men are Prize Winners 


W. Bartikoski, display manager for First St. 
Department Store of Duluth, Minn., wins 


First Prize at 
International 
Association 
of 
Display Men’s 
Convention 


for best window display 
of Draperies and Curtains 


This window is pictured here 
and is unusual in that human 
interest has been introduced 
in the display by the use of 
a wax figure posed as in the 
act of studying the effect of 
drapes presumably just in- 
stalled in the woman’s home. 
This is only one of the many 


First Prize Drapery and Curtain in I. A. D. M. Contest, won by W. Bartikoski with the prizes won by Koester men 


First St. Dept. Store, Duluth, Minn. at this convention. 
Koester Graduate Wins Hoover Suction Koester Graduate Wins Nemo Week 
Sweeper Contest Prize 


Mr. John T. Mackey, with Herpolsheimer’s of Grand Mr. R. T. Whitnah, display manager for Crosby 
Rapids, pulled down this year’s first prize and $100.00 Brothers Co., Topeka, Kans., has just won the first 
for having the best window display of Hoover Suction PF'*€ of $200.00 and the Loving Cup in the annual 
Seuieth:< Tide ik sn: ohd-callillehedyeatly coadest Nemo Corset window display contest. Mr. Whitnah 

’ ’ also won first prize in this same contest last year, 


with a great number of contestants, and it is a mark which means that if he wins it again he comes in 
of decided merit to be at the top of this field. permanent possession of the cup. 


Koester Graduate Wins Two First Prizes in Spokane 


In a recent Spring Fashion Window .Display Contest Mr. J. Allyn Dean with the Cres- 
cent won best all around department store windows prize and best department store men’s 
wear display prize. 


Evidence Such as the Above Tells the Story of Koester Training 


What we have done for thousands of other graduates we can do for you. Right now, while you are reading 
this, there are firms very much in need of expert displaymen, advertising men and card writers. We can pre- 
pare you right now for a really big job. It is up to you to decide whether you want to succeed. If so, we 
can show you the way. The first step is to 


Write for Cur School Catalogue—It Is Free 


A new book of over 100 pages, giving you full information and hundreds of examples of the work of our 
graduates. 


The Koester School 314 S. Franklin St., Chicago 
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Making Advertising Serve the Dealer 


Methods Employed by The Pepperell Manufacturing Co. to Convert 
Magazine Publicity Into Sales Through Window Tic-Ups 


By GARDNER SANDFORD 
Assistant Advertising Manager, Pepperell M’f’g. Co., Boston, Mass. 


HE Dealer Service Bureau of 
the Pepperell Manufactur- 
ing Co. was established to 
keep in close touch with 
dealers and larger retail 

stores that handle Pepperell sheets and 
pillow cases and unbleached sheeting. 
These products are nationally advertised, 
the campaign featuring them appearing 
in national magazines with a circulation 
of approximately 13,000,000. 

It was designed to strengthen our 
trade paper advertising and support our 
salesmen, while at the same time supply- 
ing a connecting link between the in- 
terest created by our national adver- 
tising and our dealers’ establishments. 
The art work used is so pleasing and 
the story related so convincing that our 
message seldom fails to register. 

The dealer receives a schedule of the advertising 
for the year, naming the magazines, and our sales- 
men urge him to tie-up his store with the campaign 
with local advertising, linen sales programs, and win- 
dow displays so that each factor of business stimula- 
tion supports the remainder. The logic of the idea 
is that the national advertising at some period in the 
year will compel feminine attention, that window dis- 
plays will connect with the impression which the ad- 
vertising creates, and that display cards in the sheet- 
ing department will clinch the sale when the buyer 
enters the store. This coordination of publicity media 
by force of repetition renders it an assured fact that 
the bulk of the better class trade must eventually be 
inclined toward Pepperell products, ‘and that initial 
purchases will be repeated when the patron becomes 
acquainted with the quality of the goods. 

During all this time the Dealer Service Bureau 
keeps in touch with the retailer and his merchandise 
manager, supplying him with dealer helps, suggest- 
ing window displays, and in many instances furnish- 
ing beautifully designed backgrounds as well as imita- 
tion packages of sheets and pillow cases. The latter 
are wrapped in a specially designed paper, a copy of 
the old toile de jouy cotton print in which the color 
of the printing follows the color scheme of the label, 
a picture in itself, with shades of purple predomi- 
nating. The boxes are made in assorted sizes to hold 
a pair of sheets and cases, also a pair of cases only, 
and are shipped with other display material for at- 
tractive windows. The pleasing aspect of the boxes 
helps to merchandise the goods, and many window 
shoppers find them desirable for gifts. 

In addition to the services of a demonstrator, we 








A Model Pepperell Display Capitalizing Company Ads 


have a unique method of helping stores sell brown, or 
unbleached sheeting. The idea is to use this material 
as a decorative fabric, and it was carried out in a 
thorough manner in one of the larger stores of a 
New England city. A suite of four rooms was given 
over to the Pepperell Mfg. Co. to-furnish as they 
wished in every detail. All the draperies, valances, 
lamp shades, doilies, luncheon sets, and numerous 
other articles, even slip covers, were all made of the 
Pepperell unbleached sheeting, carrying out the vari- 
ous color schemes by dyeing the same material with 
home dyes. The choice of furniture and pictures was 
in harmony with the dignity and beauty of the deco- 
rative material, such as chairs, tables, etc., being ma- 
hogany and maple of early American design. The 
rooms were on exhibition for a week, and from eight 
to ten thousand people visited them. The interest 
shown by all classes of people, those of limited means 
and the wealthy, and the amount of business that re- 
sulted far exceeded expectation, and, furthermore, it 
has continued. Photographs were taken of each room 
and used in selling the idea to other stores. 

The Dealer Service Bureau also takes care of all 
public exhibits, and during the past year has had at- 
tractive displays at the Eastern States Fair, the In- 
ternational Textile Exposition, and the Home Beau- 
tiful Show, thereby demonstrating to thousands of 
visitors the adaptability of unbleached sheeting for 
the home at small cost, as illustrated in the little book- 
let recently published by us, “When the Luxury of 
Decoration Is Not an Extravagance.” 

The latest Pepperell innovation is a display exhibit 
near the factory where our products are used in chair 
covers, pillow cases and other household necessities. 
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Chicago affords the most complete. Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
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= THE ADLER-JONES CO. | INTERNATIONAL REGISTER CO. 
Tt 649 S. Wells Street 13 South Throop Street 
Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 
BOTANICAL DECORATING CO. THE KOESTER SCHOOL 
319-27 W. Van Buren Avenue 314 S. Franklin Street 
“a Artistic Decorations & Artificial Flowers Display and Card Writing Instruction 
ai CHICAGO CARD BOARD CO. PAASCHE AIR BRUSH CO. 
666 Washington Blvd. 1902 Diversey Parkway 
Art Poster Card and Mat Board Air Brushes and Accessories 
CURTIS LIGHTING, INC. THE SPANJER-JANES CO. 
1119 W. Jackson Blvd. : 1160 Chatham Court 
Complete Equipment for Lighting Effects Distinctive Display Decorations 


DAVENPORT-TAYLOR MFG. CO. REFLECTOR & ILLUMINATING CO. 
412 Orleans Street 1417 West Jackson Blvd. 
Bronze Tablets and Changeable Signs Lighting Equipment for Show Windows 





THE HECHT FIXTURE CO. SCHACK ARTIFICIAL FLOWER CO. 
Main Floor Medinah Bldg., Wells and Jackson 134-140 North Robey Street 
Everything in Display Fixtures Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co. 
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Lighting These Displays With Colors Matching the Garments Won Mr. Hanson the Tribute of the House of Kuppenheimer 


The Type of Trim for Fall Openings 


As an Index to Store Values, It Should Mcrely Disclose the Class 





of Goods Stocked 


When the “Stocky’’ Window Is Proper . 


By BOB HANSON 
Display Manager, Nelson-Moore Co., San Diego, Cal. 


OR Fall openings it is essential that all 
merchandise be shown in the tastiest 
fashion, the best of harmony in evidence 
when neckwear is used on shirts and in 
units that contain varied furnishings, for 

knowledge of the elements of correct dress is reflected 
in the handling of the display. Be sure that your win- 
dows are well lighted to allure the myriads of evening 
window shoppers. Among them are the men who object 
strenuously to the “missus’” aid in helping them pick 
their garments, but voice no opposition to her counsel 
while “looking around” on the night before the momen- 
tous occasion. 

My conception of an artistic window is a merchan- 
dise window neatly arranged. The “opening” windows 
for Fall or Spring will do the bulk of the missionary 
work for these occasions, and nothing should be spared 
in making these displays a “knockout.” The accessories 
should be as fresh and new as the merchandise shown ; 
the permanent flooring, backgrounds and fixtures should 
be refinished or ripped down, reflectors should be 
cleaned, glass and mirrors shined to their highest polish 
and new decorations installed. Show cards should have 
plenty of atmosphere, and, in addition to the opening 
announcement, should carry a type of copy that will sell. 

There are occasions when the displayman should 
show the cream of his stock while avoiding “heavy” 
trims. Some merchants have the idea that just because 
the “fellows” are looking around they have to show 
“everything,” but those who have made a_ thorough 
study of window selling condemn this plan. A few ex- 
clusive styles will receive undivided attention and the 
passer understands that no attempt is being made to 
show the range of the stock. Where the window is 
loaded and he fails to see what strikes his fancy he 
wanders to the next window, assuming that the first 


establishment does not have his preference because it 
wasn’t in the display. This impression is not brought 
to his mind when effort to show “everything” is avoided. 

The “stocky” display should also be a merchandise 
window, although of a type very far removed from the 
“opening” arrangements. People naturally expect 
lower prices as the season nears the windup, and it is a 
certainty that they will not buy seasenable apparel at 
that time unless they see a chance to save money. As 
the semi-annual sales catch most of these thrifty shop- 
pers, it stands to reason that the values offered must be 
exceptional if sales are to match expectations. This is 
one of the times to use the “stocky” trim and to lay 
stress on it. Mass display counts heavily on such occa- 
sions. Even if the stock will not permit a heavy trim, 
the window should be given over without reserve to the 
item on sale. You cannot put two or three units of 
underwear in the corner of the window and expect 
crashing results, no matter how pronounced the values. 
The proper policy is to fill the entire window with 
underwear, even though you have but one window. 
Three days’ showing of such a display will outsell by 
far a three-weeks’ stand of a unit trim in a corner of the 
window. 

When the House of Kuppenheimer brought out a series of 
garments whose colors were stamped upon the public mind 
through designation as Ambertones and Silvertones, they had 
done all that merchandisers could accomplish by the printed 
word. Their newspaper advertising hammered home the 
beauty and the style of these suits, and their dealers, with 
equal interest, repeated their phrases in their local printings. 
But, save in rare cases, the retailers failed to realize th effec- 
tive manner in which their windows might emphasize the 
beauty and richness of these dyes. 

The Nelson-Moore Co. was one of those unusual excep- 
tions, and as Easter approached and the urge for new spring 
habiliment seized our patrons, we found a means of en- 

(Continued on page 80) 
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With the Cutawl at Your Command---it is easily 
possible for You to Create Backgrounds like this 


W 
4 
¢ 


S Bons 
Ci? 


Y] 


S25 anced, 


x} 
2. 

S 
@. 
wy, 


i» 
* 

ry 
‘@ 
+? 
c 

.) 
7 


m 
Y 
ota 
: 
% 
5% 
ah 
Ney 
wv Te 





te ae 
teat, 
ae 
vty 
ate 
mf, 


Lab 
¢ 
Wh 
». 
I) 
Y rv 
se 
Sve 
7 
¢ 
ee 


, 
@ 
ij 
WI 
* 
VD, 


4 
9, 
x 
Gh 

¢' 
VEZ 
ogd¢. 
vee 


LS » ry 
rs 
dv‘ 
PY 
“a 
ast 


tee 





This remarkable Window Display Background was designed and produced on the Cutawl by A. S. Lemiew, 
Display Manager for Bon Marche, Lowell, Massachusetts. (See explanation below.) 


Your Skill and Reputation as a Display Man 
can be just as great as You Choose to MAKE it 


Men who win international fame as creators of merchandise-selling window displays are men who place the 
proper value upon their time, and spend as little of it in mechanical drudgery as possible. They put heart-and-soul effort 
into ORIGINATING outstanding displays and let mechanical production details be done mechanically—on the high- 
speed, electrically powered CUTAWL. Master the secret of organizing your daily work and the future will shower its 
rewards upon your accomplishments. 


Helps You to Help Yourself --- Saves Time, Labor, Costs 





It is just the sort of a machine you have long wanted. Just the help 


Read How Mr. Lemieux you need to produce the designs you work so gladly to create. It 
e saves you all the labor and delay of cutting such designs by hand. lif 
Produced the Above Display you knew, or your store management realized, how much more and 


with the Cutawl better results you could get with the Cutawl, you would have had one 
at your command long ago. Its use is a real economy, a labor saver, 
“This is reproduction of the Taj Mahal taken from cost saver all in one. Get it. Use it. Prove its worth now. 


the magazine Asia. 
“The background is made of wallboard on wood 


frames, all scrolls and designs were c ‘ith the : h r / Yi 
fang logon dnatietsie es'ee | Start--by Using the Cutawl on Your 
aud glued on. 

“The arch is made of four layers of wallboard, each Holiday Displays-- On 15-Day Trial 


layer representing a design and glued together, some 
to appear carved, others raised; above the arch is the 
same as side of the arch. The screens on both sides 
are cut out of extra thick wallboard and these pieces 


Put it on any of your regular work. Let it prove its, worth in saving the 
time and labor you ordinarily waste in needless and tedious hand work. Hun- 
are 64” by 66”, two pieces glued together in the dreds of progressive Display Men are using this high-speed machine. They do 
* a %, . = - 5 " , ~ 7 
center. his design I think is a very good repro- more and earn more by its aid. ; nt s 
duction of the original and so is the railing above. Send today for our 15 Day Free Trial offer. Simply address: 

“The Pillars are 9” x9” x 12” in the center, and 
and the end pillars are 9’ high. The colors are, back- - z 
ground azure blue trimmed with cream and light ] R C 
yellow. The screen cut-out design, fountain is cream, e nN erna 10na eS 1S er O. 
decorated with light yellow and black, the black 


scrolls have different colors at tip of scrolls.” 13 South Throop Street Chicago 
’ 
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Mr. Tannehill’s'Genius for Unusual Displays is Revealed in This Realistic “Shoe Department” Window 


Making Customers Stop--Look--Read 


Putting Human Interest Into Displays Through Creation of Scenes 
in Which Goods Speak of Human Contact and Utility 


By J. E. TANNEHILL 
Display Manager, Carson, Pirie, Scott & Co., Chicago, Ill. 


Reprinted by express permission of “System” 


T was nearly dusk the other day when I 
walked along a Chicago street. I was 
jostled this way and that by the hurrying 
throngs, when suddenly on my left I be- 
came aware of a well-lighted window. My 

eyes shifted and caught the color—the candied fruits, 
the frosted cakes, the red apples, the yellow cheese, and 
the purple grapes. I stopped and saw before me—as 
you may have guessed—a choice array of foods. Sud- 
denly I felt hungry. I wanted to go into that store and 
price the foodstuffs, and perhaps carry away from there 
one of the edibles which I should not have wanted at 
all had I not looked into the window. 

That window had accomplished the purpose for 
which every window display is, or should be, intended. 
It had caused me to want the goods in the window, and, 
further, to want them enough to go into the store and 
inquire about them. From that window may be deduced 
several of the principles of window display. 

First, there was the light with its inevitable attrac- 
tion. A light which illumined the window but which 
did not call attention to itself. There was the window 
itself—that, is the window pane. Of that I was not 
conscious at the time, for it was clean, spotlessly so. 
Then there were the colors, artfully grouped, with an 
eye to contrasts that would capture the eye. These were 
the things that had intrigued me. 





But once I had stopped and was gazing in the win-’ 


dow, what then was to hold my attention? Instinct 
again—the hunger instinct, with nothing to inhibit it. 


If there had been a piece of fly-paper in that window, 
with half a dozen or so of dead flies upon it, had a duster 
been left carelessly in the foreground, I probably should 
have forgotten that I was hungry and pursued my way. 

But over and above all of these things, where was 
the appeal? Why, with so many things in the window, 
was I interested in any one of them? Simply this— 
in spite of the great variety of articles in the window, 
it had a unity. That unity was in the sense of taste. 
Even the man or woman who was not hungry could not 
fail to be attracted, for it appealed to a common human 
want or need. 

And there we have the keynote to every successful 
window display. It must appeal in some way—through 
the senses, to the instincts—to a human want or need. 
There is no end to the devices, the methods, by which 
this appeal can be made; there are sound reasons why 
certain appeals should be emphasized over and over 
again for individual stores; there are conditions under 
which one store should make its appeal in a different 
way to the same want or need. Yes, all of these things 
are true, but as I go on to show some of the more com- 
mon applications of these principles, it must be remem- 
bered that they in no sense alter, but merely show how, 
under varying conditions, they serve to add force or 
make more effective the appeal to some human want or 
some human need. 

Take the window I have described. The light and 
colors appealed to instincts—served to attract attention. 
The cleanliness was merely a negative factor, but one of 
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REE IDEAS: 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 


dow signs. 4 


It will be a pleasure to draw upon our experience 
in this field, covering a period of 44 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. 








Upon request we will gladly submit ideas for cast bronze or composition metal signs, name plates, card > 
holders, frames, etc—whether you need one or as many as one thousand. > 


BRONZE BUSINESS BOOSTERS } 


Newman Bronze Signs are the first choice | 
of display managers and national advertisers BULLETIN BOARDS AND DIRECTORIES | 
the world over. : ; 

with removable letters and either brass or 
bronze frames. Dozens of styles. 





PPP PD PDIP IPP PPP AA 


From pattern to packing case they receive the 
same treatment at the hands of true artisans 
as the finest piece of jewelry. “NEWMANCO” BRASS RAILINGS 

Our definite guarantee fully protects you. 

Write for our latest catalog of bronze win- 
dow signs and the free ideas for mediums that 
will boost your business. 


—built extra sturdy to weather hard knocks and 
the ravages of Time. 











Representatives Wanted Everywhere Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. : 


Founded in 1882 420 ELM ST., CINCINNATI, OHIO 











SHOW IT 


WITH 


MOTION! 


The NEW Way to Dis- 

play Small Merchan- 

dise With Animation Is 
With a 


SHOW-ALL 
DISPLAY CABINET 


A miniature mechanical stage 
holding four display set-ups, 
automatically closing the cur- 
tains, changing the scenes and 
operating a four-color chang- 
ing light effect. 


ARTISTICALLY DISPLAYS 
ANY SMALL ARTICLES IN 


ay zs mame THE MOST FORCEFUL 
SHOW-ALL WITH CURTAINS CLOSED MANNER EVER DEVISED! Fe ee 


WRITE TODAY FOR FULL INFORMATION 


PENN NOVELTY COMPANY 


220-222 North 13th Street Philadelphia, Pa. 
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great importance, for dirt in a 
food-display window would 
weaken the appeal. In the last 
analysis, the man who put in 
that window knew that the 
people who passed it needed 
or wanted food of the kind he 
had to sell, and he had set out 
with a knowledge of these 
principles to dress a window 
that would really make them 
want to possess it. 

If I should give the name 
of the store in front of whose 
windows I stood, a hundred 
grocers would protest that they 
could not possibly make a dis- 
play of that kind, for the store 
in question was one which had 
specialized in good things to 
eat—had a reputation all over 
the city, in fact, for that very 
very thing. True, very true, the store had built up a 
trade for fine food products. What could be more 
natural than for it to confine its appeal to the wants of 
those for whom it had best fitted itself to serve? It is 
elementary that store should express its own individu- 
ality in its windows, but just how much a store can 
build up a valuable individuality in this way is some- 
thing not always so keenly realized. 

What, then, can these grocers do who protest? For 
one thing, they can build up an individuality of their 
own. If they have determined that their lot is to be just 
like one of several hundred grocers, all alike, then in 
truth they can do very little. My reply is that a mer- 
chant with such ideas might be better out of the busi- 
ness altogether. 

That the same appeal to a need should be made dif- 
ferently is another point which is not always recognized. 
Appeals, by their methods of presentation, tend to be 
more effective with some types of customers than with 
others. This is illustrated by the methods of a retail 
shoe firm in this city operating stores in neighborhoods 





A Mixing Bowl on the Table and an Apron Thrown Down Carelessly Gave Life to 
This Kitchen Display 


September, 1926 





A Man’s Picture on the Chiffonier, the Lingerie-Clad Figure and Lingerie Piled on the 
Chair Said Clearly, “Wedding Trousseau” 


which vary widely in character. In one neighborhood, 
a perfect wilderness of shoes may be seen in the win- 
dow, and, if you should stand attentively near by, you 
in all likelihood would very soon see two fur-coated and 
silk-stockinged young ladies edge up to the window and 
hear one say: “Gee, ain’t them grand?” Then possibly 
they would park their gum in some convenient place 
and saunter inside the store to spend a great part of a 
factory girl’s weekly wage for a pair of new shoes. 

In the other store, located in an entirely different 
shopping district, you will see no array of shoes. In 
individual display cases in large windows, carefully 
grouped, you will find the shoes displayed. If you sta- 
tion yourself outside of this store, you will soon notice, 
as before, a fur-coated lady with silk stockings, but sans 
gum, stand before the window. Probably you will not 
hear this lady’s reaction to the window, but quite prob- 
ably it would be: “Why, what beautiful shoes!” 

Shoes are a notoriously hard thing to display. Yet 
the resourceful window-displayman will find ways to 
visualize a human want or need. 

One of our recent windows 
is an example. It was during 
the time of a shoe sale, and we 
fixed yp a window to look ex- 
actly as would a section of our 
shoe department during a sale 
period. There were the shelves 
with the shoe boxes, some of 
which were partly pulled out. 
There were open boxes of 
shoes on fitting stools, all in 
studious disarray. The passer- 
by could not help but think 
that until a few moments ogo 
a shoe sale has been in prog- 
ress in the window, and that 
the salesmen and customers 
had just stepped out. A neat 
card told all who read that a 
shoe sale was actually going 
on within the store. You see, 

(Continued on page 76) 
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Clean, color-fast, 
backgrounds 


OW many times the effect of 

costly window displays is entirely 
spoiled by dirty, faded backgrounds. 
3ut that can be easily avoided! 


A fresh colorful background can be 
had for each display by using Crinkle 
Crepe Paper. It is sun-proof, moisture- 
proof, and costs only a few cents. 





Crinkle Crepe is background assur- 








ance. 





Let us send you samples and a booklet of suggestions on backgrounds for your display 


THE TUTTLE PRESS CO., APPLETON, WISCONSIN 




















Display Fixtures Should Display Merchandise 
NOT THEMSELVES 


The Display Fixtures shown are carried in open stock and are packed to order. 


No. 5102— 6” Shoe Display Stand. 

No. 5129— 9” Shoe Display Stand. 

No. 5130—12” Shoe Display Stand. 

. 5131—15” Shoe Display Stand. 

No. 5144—Shoe Top for Pat. Dis. Stands. 
. No. 5139—9” Patented Display Stand. 

: . 5125—Small Heel Rest. 

. No. 5146—Card Holder. 


10. No. 5141%4—14” Round Top. 
~ 11. No. 5140!‘%4—12” Round Top. 
| 12. No. 5139%4—10” Round Top. 
' 13. No. 51441%4—Conf. Top for Pat. Dis. Stand. 
14. No. 5091—15” Display Pedestal. 
15. No. 5090—12” Display Pedestal. 
| 16. No. 5089— 9” Display Pedestal. 
17. No. 5088— 6” Display Pedestal. 
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9. No. 5140—12” Pat. Display Stand. 18. No. 5143—Oval Top for Pat. Dis. Stand. 

A Few 

Write Choice 
iain Territories 

: Open 

Prices for 
and High-Class 

R . 

Terms aa 
sentation 


Will Last a Lifetime—Y et Lower in Price Than Most Fixtures 
JEANNETTE GLASS CO. . Jeannette, Pa. 
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Exploiting the Charms of Melody 


Lyon & Healy Windows Suggest Music’s Appeal to the 
Emotions as the Selling Urge for Instruments 


sy CHARLES R. ROGERS 


OW a great music house may bring the emo- 
tions and the sentiments which underlie 
melody into the window, showing its sooth- 
ing influence upon the tense moments of 
life, the sparkle and gladness which it 

lends to hours of happiness and the solace it affords in 
periods of depression is demonstrated by W. A. Stew- 
art, display manager for Lyon & Healy, Chicago. 

In Stewart’s windows the,camper enjoying vacation 
in the depths of the woods has been pictured radiating 
the happiness which his portable talking machine brings 
him as the stillness of the forest is broken by its cheer- 
ful notes. Rocks rise in craggy majesty before him, 
and a tiny stream pours down from the heights, its 
waters alive with brook trout. This display, on view 
for three months, never lost its interest-making qualities 
and drew crowds night and day. 

A “summer home,” quiet and restful, but lonesome, 
was depicted in its arboreal settings, the shade of arch- 
ing branches falling upon a pleasant lawn which lay 
before a rambling two-story farmhouse. Hollyhocks 
bloomed in the foreground and late roses shown dimly 
through the leaves of the climbing vines that trailed 
across one “L” of the old building. A little girl in a 
swing mechanically impelled was enjoying this simple 
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An “Old Fiddler” Won Attention for This Violin Display 
pleasure, while her mother, nearby, had turned from her 
sewing to enjoy the music of a neighboring Victrola. 
The sales appeal was centered in a pair of cards at both 
ends of this corner window, which emphasized the ap- 
propriateness of a portable machine for the vacation 
“home.” 

Recently the first violin sold by the firm was dis- 
played, with the photograph of the purchaser, whose 
likeness was simulated by a wax figure that, with evi- 





The Chicagoan About to Go on Vacation Took Instant Interest in Mr. Stewart’s “Summer Home” Setting for Victrolas 
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dent affection, drew a bow across the instrument’s 
strings. So faithful was the imitation that spectators 
believed that they saw a wax replica of the old patron, 
although, as a matter of fact, adaptation of a standard 
model produced the resemblance. 


The magic of the “Arabian Nights” was recalled by 
a display of “1,001 Records for 1,001 Nights,” in which 
an Arab prince, posed before a Victrola, stood among 
a host of records. These were used as the decoratives 
for a huge arch spanning a background in which Caruso 
and other famous operatic stars appeared. For a show- 
ing of Hawaaian instruments a tropical background 
with a palm-fringed lagoon was installed, fronds of 
palms in the foreground and garlands of flowers at the 
top of the drop merging it naturally into the window. 


In the center a Victor poster containing an illustration 


of a Hawaaian orchestra was featured, while groups of 
ukuleles and ukulele guitars, interspersed with records 
and the colorful lei, completed the picture. 


During the recent Eucharistic Congress, the religious 
tone of the celebration was reflected in windows featur- 
ing organs. An instrument, soon to be installed in a 
Washington, D. C., church, was disclosed in an appro- 
priate niche with a rich staircase behind it leading up to 
the pulpit. A miniature pipe organ, complete with pipes 
shown in shadow box fashion, was used to promote 
“The Angelus,” a grand organ record of recent release. 





Produce Showcard in Dealers’ Style 


Makers of “Old English Wax" Copy Simply Made 
Type to Insure Greater Use 


HE A. S. BOYLE CO., Cincinnati, in marketing 

“Old English Wax,” has hit upon a plan which 

for simplicity and adaptability has few equals. 

It is merely a method of following the line of 

least resistance and no scientific investigation is required to 

to reveal its potency. They have produced a card in black 

and white which goes along with a deal. In plain characters 

which resemble with frankness the style used by the average 

card writer in small stores, this placard tells of the com- 
pany’s bargain combination. The copy reads: 


SPECIAL 
1 Old English Wax Polisher. . an. OU 
lh Can Old Englishk Wak. ...... ....c.4 5.2.08 45 
1 Pint Old English Liquid Wax............  .75 





Our price—$3.90. 
You save $1.20. 


This card is very popular with the dealer because it looks 
like one of his own special sales signs. 

The price is always shown or space left for its insertion, 
as this is one of the most interesting facts to the purchaser 
and follows the dealers’ style. 





LIGHTING EQUIPMENT MAKERS PLAN SHOW 


The Artistic Lighting Equipment Association, formerly the 
National Council of Lighting Fixture Manufacturers, is com- 
pleting plans for tlte largest and most elaborate display of 
lighting equipment ever undertaken by the industry, embrac- 
ing fixtures, wall brackets, floor, bridge and table lamps, 
metal furniture, industriaal and commercial lighting units, 
illuminating glassware, shades, lighting equipment, acces- 
sories, parts and supplies of all kinds. These displays and 
demonstrations will be a part of the national exhibition to be 
held at the Hollenden Hotel, Cleveland, Ohio, January 31 
to February 5, next inclusive. 
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This Model 


and other attractive figures made 
of papier mache now available in 
in this country. 


Some with new finish like 
chamois skin. Illustrations fur- 
nished upon request. 


International Clearing House 
of New York, Inc. 


303 Fifth Avenue New York City 
Distributors for U. S. A. 
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Decorating Windows with Crepe Paper 


Fundamentals to Be Considered When Installing a Display in 
Which This Lustrous But Inexpensive Material Is Used 


By J. J. McDAID, JR. 


Field Demonstrator, Dennison Tag Co., Framingham, Mass. 


HILE the average retailer appreciates the 
contribution that effective window display 
makes to his selling volume, he is often 
deterred from changing his display fre- 
quently because of the supposed cost of 

planning and installing new displays. 

With the use of crepe paper attractive window dis- 
plays can be made very economically. Crepe paper is 
much less expensive than silks, satins and other fabrics 
often used in window displays. Moreover, it is more 
easily manipulated and can be made into many novel 
effects. Then, too, with each installation fresh crepe is 
used, which has a clean and lustrous appearance. 

There are a few fundamental facts to be taken into 
consideration in making a crepe paper window display. 
Once these elements are mastered, a display can be 
planned and installed in a very short time at a very 
low cost. 

Be sure to use the dull or rough side of the crepe 
paper. This can be best distinguished by the feeling 
of it—running the fingers across the grain. Always 
use the rough side out to accomplish the best results. 
The smooth side of the crepe should be kept in. 

\Wherever crepe paper is used flat as a drape, tube 
or streamer, be sure to pull it very tight, as otherwise 
it may. have a tendency to sag, and this damages its 
resemblance to fabric. The novice in the use of crepe 
paper is-afraid to pull the crepe tight because he fears 


i 








Tubes, Rosettes and Fluted Strips Are Prominent Here: 
it may tear, but this is not likely to happen. Draw it 
tight. 

Fold the end of the crepe paper several times so that 
it will have the necessary tacking strength and will not 
pull away. 

When bringing crepe paper from the top of the 
window to the base or bottom of the window, cut the 
crepe flush with the edge of the base, then roll up six 


or seven inches to give tacking strength, stretch down 
to the base and tack. 

Use No. 2 tacks wherever possible. They are large 
enough to hold the crepe paper firmly and small enough 
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Example of the Ornate Effects Possible With Crepe Paper 


to prevent injury to the wood work of the display 
window. 

Planning a window display is always half of the 
battle, and if one will sit down for a few minutes and 
sketch out the display on a piece of paper he will save 
much time. When deciding upon what sort of a win- 
dow display to use, it is easiest to plan the center panel 
first, as the display is usually built around this. As 50 
per cent of window displays have open backgrounds, 
the center panel not only focuses attention on the goods, 
but it keeps the attention of passersby from being dis- 
tracted by persons moving behind the display window 
in the store. 

The pull, or drape effect, is very easy. First tack 
the paper, dull side out, at the top of the window in 
plaits, as illustrated above. Take the precaution to 
fold the crepe paper a couple of times at the tacking 
point so that the tacks will not pull out. Then gather 
the folds at the bottom, stretch the paper tightly and 
tack to the window base where the paper is gathered. 
Trim off the surplus paper, as in the panels above. You 
will see that this installation can be made by simply 
observing the fundamental rules for the use of crepe 
paper as given in another section of this article. 

Another way to install center panels is by the use of 
fifteen or twenty tubes of crepe paper, bringing them to 
a point or sunburst either at the middle of the window 
or at the base. The result is a sort of fan-shaped panel. 
Crepe paper tubes are very easy to make. First, cut a 
strip of crepe paper three times the width required for 
the finished tube. Then fold one edge of the strip at 
one end, dull side out, to the center. Fold the other 
edge in the same way, being careful not to make a crease 
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on the folded edges. This is a valuable precaution. 
Fold over the end of the folded strip two or three times 
to give tacking strength. Then tack the folded strip in 
place. Fold the other end of the strip in the same way 
and pull tightly. There’s your tube! Double the loose 
end several times to give tacking strength and tack in 
place. 

Tubes are used in many different ways for window 
decorations—to make a finish on the top, bottom, sides 
or front of the window. As a decoration many attrac- 
tive effects may be gained by the use of tubes, arranged 
singly or in groups. Particularly good effects may be 
gained by using small tubes in rows of graduated gauge. 

Perhaps the simplest center panel of all is made by 
the waved crepe paper effect. Remove a fold of crepe 
from the packet and roll it on a round stick about the 
diameter of a broom handle. Place the end of the stick 
against a firm object and push down on the crepe paper. 
Slip the crepe paper from the stick and unroll. The 
result is a waved crepe paper panel. 

A good plan to put into operation when having to 
install window displays is: 

1. Plan the window. 

Cut all the material beforehand so that it will be 
ready to be used. 

3. Tack all tubes, rosettes, drapes and other material 
at the top of the window first, and then complete the 
whole top before going to the base. Then start at the 
lower left hand corner of the base of the window and 
work toward the right. This eliminates stooping and is 
a much quicker and easier way. 

Often the beginner in window decorating uses a 
foot rule or yard stick for measuring space. With a 
little practice he can quickly become accustomed to using 
the hammer handle for measuring distances and inter- 
vals between the different display units. 

When streamers are to be twisted it is easy to ac- 
complish this with one hand by fitting them between 
the thumb and forefinger. 

A mistake frequently made by a beginner in a win- 
dow display is by putting too much crepe in the window 
at one time, and also attempting to use too many colors, 
which do not always create the most harmonious effect. 
Fundamentally, of course, the use of a display window 
is to show the goods to advantage, and, no matter how 
spectacular the display may be, unless the goods domi- 
nate the window and create the buying impulse the dis- 
play is not accomplishing its purpose. 

Color, of course, is a very important feature in all 
displays. Next to light, it is the best method of attract- 
ing attention, and this fact should be taken into con- 
sideration when planning the displays. Splashes of 
color here and there in the display give it life and en- 
hance attention-creating value. 

If the retailer will adopt a systematic plan for his 
window displays, he will find that any energy directed 
toward this phase of merchandising will be reflected in 
a substantial profit. 





INDIANS LEND ATMOSPHERE TO CANOE SHOWING 

When Strawbridge & Clothier, Philadelphia, featured 
canoes recently, six Penobscot Indians, led by Needahbeh, 
brother of the chief of the tribe, took part in the showing, 
entertaining visitors to the exhibit on the fifth floor with 
tribal dances and chants and illustrations of their craftman- 
ship. 
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A ih ‘ey Lighting y 


For double service—lighting any trans- 
parent sign at top of window glass, and 
effective lighting of display itself. 


Back of reflector has clear glass panel 
for transmitting correct amount of 
light to the sign. 





For any window where top of transparent sign is even with 
ceiling or at the level where reflectors are mounted. Send for 
complete description. 


PITTSBURGH REFLECTOR COMPANY 
304 Ross Street Pittsburgh, Pa. 
REPRESENTATIVES IN 26 LEADING CITIES 


“Pittsburgh” 


REFLECTORS 
STAY BRIGHT 











Our New “1,000” Line 
Very Popular—Attractively Priced 





007 
PRICE ON STANDS, “COMPLETE, PER OZEN—12- 18-24” 


No. 1001—Shoe Stand for Pairs, 8x12 Top ye .$27.00 
No. 1002—Shoe Stand, Duplex .. oes ... 42.00 
No. 1003—Shoe Stand for Single Shoe, 4x10 ‘Top bones 24.00 
No. 1005—Hat Stand.... ; 21.00 
No. 10006—Pedestal Stand, 10” diameter "Top aes ... 24.00 
No. 1007—Collar Stand.............. : ; . 21.00 
No. 1008—Fancy T-Bar Stz = ae nee eest : 24.00 
No. 106—Lungerie Statid.. :..... <<cccccccccccceces rer 
No. 1010—Shirt Stand... . : ~ 27.00 


Add $9.00 per ‘doz., 30” size. 
Add 15.00 per doz., 36” size. 
Add 21.00 per doz., 42” size. 
In stock in American Walnut for Immediate Delivery. 
Ivory, Mahogany and other one-tone finishes on special oder. 
Send for Complete Catalog G 


The Cincinnati Show Case & Display Fixture Works 
232-40 MAIN STREET CINCINNATI, OHIO 
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Tuning In With the Open Golf Meet 


Gathering of the Champions for the National Tournament Provided 
a Theme for Displays That E. J. Wood Developed Vividly 


By JEAN ADAIR 


Manager, Personal Service, The Union Co., Columbus, Ohio 


OLDING of the National Open Golf Tour- 
nament at Columbus, Ohio, in July, was a 
cue to the leading stores of the Ohio capital 
to feature the occasion with golf displays. 
Visitors were regaled with a series of skil- 
fully fashioned spectacles as a result. 


Sports attire played the all-important role in Fash- 
ion’s realm in this locality. Women were discussing 
styles of sport costumes, merchants emphasized its im- 
portance through newspaper advertising and displays— 
everything echoed the smartness and correctness of the 
newest style creations for this out-of door occasion. It 
was our desire .o tie up with the event from the fashion 
angle, at the same time creating good will by extending 
a friendly greeting to hundreds of visitors through the 
whole effect of our windows. 

This was a severe test, for the golf fans who came 
to the tournament were drawn from all parts of the 
States, and their technical knowledge of the game made 
it difficult for the window man to cover errors in 
arrangement or use of golf equipment. The display- 
men, however, were masters of the situation, and 
brought to their productions’ the atmosphere of the 
course with such truthfulness and fidelity that even the 
most outspoken critic could be satisfied. 

E. J. Wood, display manager for the Union Store, 
was particularly happy in his window cast. He realized 
that man was master of the tournament, and gave male 
players the center of the stage. A background in colors 
that imitated, with remarkable sincerity, the aspect of 
the Scioto Club course ran the full length of this odd- 
shaped window and created the illusion of a long stretch 
of green terminating at the edge of a grove. 


ne, 


ep tt Weat Beg it AY 


? 


The Scioto Club Course Was Faithfully Reproduced in Mr. Wood’s Spectacular Display Complimenting the Tournament 


In the foreground were a player and a caddy clad 
in the brightest and most modish styles of golf wear, 
while at the left, at the edge of the grass floor covering, 
three feminine figures were posed, their faces turned 
toward the “players.” Two were standing, while a. 
third, in the center of the group, was seated on a white 
bench. A canvas awning in bright colors breaking in 
at this point suggested the proximity of the club house 
and served to introduce two male figures at the rear of 
the left, portraying a player and his caddy who were 
inspecting a golf stick. Halfway between them and the 
player in the foreground was a sand box in white stand- 
ing directly in front of the background, but so placed 
that it seemed to merge into the latter. At the extreme 
right, the rough break, which would have resulted had 
the edge of the background pictorial been without a 
cover, was averted by use of a mass of ferns and ever- 
greens, which supplied the supplementary green neces- 
sary to obscure this juncture. 


Mr. Wood did not neglect other elements of realism 
required to complete his picture. The principal actor 
in his sketch was shown reaching for a ball offered him 
by his diminutive caddy. His club, held lightly in his 
left hand, indicated assumption of a posture that would 
enable him to easily stoop and model a tee in the sand 
at his feet. 

So fascinating was this display and the degree of 
interest so keen that The Union enjoyed a splendid busi- 
ness in its sports wear department during the week. A 
faithful presentation of correct modes in sports wear, 
a spectacle for those who know no golf, and a welcome 
to the visiting player, the display made for store pres- 
tige. It proved a magnet for Columbus and her guests. 
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Show Cards and Signs 
Put Selling Punch 


in Your Displays 


Whether or not you are a show card writer, you are 
vitally interested in this necessary and important factor 
in the success of your window and store display adver- 
tising. 

SIGNS OF THE TIMES every month gives you a 
complete and authoritative review of sign and show 
card ideas and experiences. No less than 116 pages 
full to overflowing with valuable advertising informa- 
tion, data and buying sources. 


JUST A FEW FEATURES IN AUGUST ISSUE 


New York Sidelights, by Reb; California Sunbeams, 
by C. E. M.; Vocational Schools Uncover Submerged 
Ability, by E. Thos. Kelley; Al Bernstein, New York 
Letterer, Art Student, by R. E. Brenner; Students Test 
Talent in New York “Y” School, by C. J. Bertan; Joe 
Has High-Hatting Party, by H. F. Voorhees; Show 
Card Layouts Designed, by H. C. Martin; Innocent 
Unconcern Foiled Plan to Skin My Boss, by Zim; Port- 
land, Ore., News by Rendall; Only Colors Are Red, 
Green and Violet, by Michael Jacobs; Halsted Wins 
First June Commercial Photo Contest Prize; Art 
Sketches for Painted Displays by Walker & Company 
Studios; Building Decorative Atmosphere Is Fascinat- 
ing, by C. D. Leberman; Replies to Questionnaire on 
Door Lettering Prolific; Interviews With Men of Let- 
ters—J. N. Halsted; Coating Stock Reduces Process 
Reproduction Costs, by R. D. Marksberry; Screen Pro- 
cess Problems Answered by Bert Zahn. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 
Sample Copy, 30c 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publishers also of standard books on signs and show 
cards, as follows: 


“Lettering for Commercial Purposes,’ by Wm. Hugh 
Gordon; $3.50 per copy. 

“Practical Art” by Manuel Rosenberg; $5.00 per copy. 
“Alphabets and Layouts,” by Al Imelli, $4.00 per copy. 
“Electrical Advertising,” by C. A. Atherton, $5.00 per 
copy. 

“Simplified Show Card Writing for Beginners,” by Tom 
Kelley, $1.50 per copy. 


SUBSCRIPTION ORDER BLANK 


September, 1926 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 


INANE ks wodoeioke oes 


3015 ee Site a ee 














THE DISPLAY WORLD 37 





Schack’s New Wonder 
Light at a Wonder 
Price 





fs 
q 





Place Y our Order Now! 


Schacks new Wonder Lights (Spot or Flood) 
are made of Rayalium, the only metal in the 
world that will not corrode, rust or tarnish. 
There is no breakage and the lamp will not burn 
off like glass with a mirror back. They will last 
a lifetime. Guaranteed for twenty years. Each 
lamp is equipped with shutter, 4-foot cord, 6 
color screens and standard screw base plug and 
socket that will fit any installation. Send in your 
order today. 


Genuine e 5 0 Genuine 


Duco Duco 
Finish Each Complete Finish 


Electric Lamp Not Included—Use a 200-Watt Mazda 


Type A. Spot or Feature Light fT . Fl Light h 

has a very brilliant center dies on ne Ras ae 
beam about 36 inches in diam- center beam, but throws a 
eter and is wee _ featuring uniform flood of light or color 
we ar item in the over the entire window. 


State kind wanted when ordering. 
Extra Color Screens 20c each. 





eend for Schack’s New 
FALL FLOWER BOOK 


Just off the press. Illustrated in 4-color process 
printing; contains hundreds of new ideas for 
the coming Fall season. 


It’s Free for the Asking! 


SCHACK ARTIFICIAL 
FLOWER CO. 


in Office & Fact D t Sal 
134-140 N. Robey St. CHICAGO °° C'E“Aaams st. 
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British Displaymen Stage Convention 


Second Annual Meeting of National Association at Oxford 
Reflects Rising Interest in Increased Attendance 


By RICHARD HARMAN 
Editor, “Display,’ London, Organ of the British Association of Displaymen 


HE Second Annual National Display Con- 
vention of the British Association of Dis- 
play Men has just been held at Oxford, 
and the effect which it has produced upon 
the ranks of windowmen of the United 

Kingdom is as dynamic and as impelling as its prede- 
cessor. 

“Education” was the maxim of the planners of the 
meeting, and every effort was made to enlist the serv- 
ices of able and distinguished representatives of the 
profession. From the moment that the body was called 
to order by the president and officially opened by Sir 
Michael Sadler, of the University of Oxford, until the 
final moments of the day of adjournment interest was 
at a high pitch and the visiting delegates gave un- 
divided attention to the addresses and demonstrations 
of the experts on whom the events devolved. 

The convention committee arranged the gathering 
at such a time as to obtain accommodations of the 
highest order for the delegates. Balliol College dormi- 
tories were opened to the windowmen for residence, a 
circumstance made possible by convening during the 
university vacation. 

The Oxford Chamber of Trade was enthusiastic 
over the choice of their city as the convention site and 
its members attended the lectures and demonstrations 
in numbers. Their friendliness was attested by an 
official welcome extended to the association on the 
opening day. The list of demonstrators and lecturers 
announced in advance of the gathering contained: 

A. T. Bird, display manager, Harry Nicholls, Ltd., 
London. 

H. Burns, display manager ,Hector Powe, Ltd., 
London. 

Dennison Mfg. Co., Ltd. (Crepe Paper). 

H. A. Down, Display Craft, Ltd. 

G. H. Hancock, display manager, Stewarts (Cloth- 
iers), Ltd., Middlesborough. 

A. A. Jackman, display manager, Thos. Gunn, Ltd., 
London. 

D. E. Lewis, display manager, Wm. Hill (Hove), 
Ltd. 

W.G. Rowe, display manager, Dickins & Jones, 
Ltd., London. 

E. J. Tancock, Display Studios, Kodak, Ltd. 

C. Tulberg, display manager, Gramaphone Co., 
Ltd. 

C. H. Ward, display manager, Daniel Neal, Ltd., 
London. 

J. E. Wills, display manager, Grierson, Oldham & 
Co., Ltd. 

Ernest Willson, display manager, Kodak Co., Ltd. 


Jack Wilson, display manager, Derry & Toms, 
Ltd. 

Portsmouth Display Association (sevral items). 

Electric Light Manufacturers’ Association. 

Most of the delegates arrived on Saturday and 
Sunday preceding the opening date, and it was a 
source of pleasure for the reception committee to 
mark the arrival of a large delegation from Scotland, 
almost a score of the canny men of the moors regis- 
tering. This was a noticeable advance over last year 
when but three Scots were in attendance. The rising 
influence of the association was also seen in the pres- 
ence of four displaymen from the Channel Islands. 
Wales took her rightful position in the attendance 
column largely increasing her delegation, while the 
Manchester area of northern England contributed a 
goodly share. 





FRIDAY, THE THIRTEENTH, UNLUCKY? 

“Who said Friday, the thirteenth, was unlucky?” was the 
inquiry of windows and advertising of Thompson, Belden & 
Co., Omaha, Neb., on July 13, when this perturbing day arrived. 
arrived. 

A “lucky bargain sale” was put forward with many of 
the items marked specially at prices in which 13-cent units 
were prominent. Hats, wash goods and handkerchiefs were 
among the wares thus listed, and yard goods were sold 
39 inches to the yard. To the shrewd observer the “13” 
feature again became apparent in the dimensions of the “ad,” 
its length being exactly thirteen inches. 

Frank Fiala, the store’s display manager, did his bit to 
carry out the ideas of his chief, sprinkling his windows 
liberally with black cats and other symbols of superstition. 


CURTIS LIGHTING EXECUTIVES BROADCAST 

Kenneth Curtis, chairman of the Board of Control of 
Curtis Lighting, Inc., makers of X-ray reflectors, as well as 
several other executives of the concern, has just completed a 
series of fifteen radio talks broadcast weekly over Station 
WQJ, Calumet Baking Powder and Rainbo Garden Station, 
Chicago. 

Recent phases of indirect lighting for homes, schools, 
churches, theatres, banks and hotels were discussed, as well 
as the latest general information on floodlighting and show 
window lighting, with particular attention to the use of 
colored light in motion, which is destined to become univer- 
sally popular in the near future. Special mention also was 
made of the varieties of ways to secure decorative and 
startling color lighting effects. 








TIRE BOOTS MAKE DEBUT IN DISPLAY 

The experimental spirit of the Westerner is again demon- 
strated by the Cactus Manufacturing Co., Los Angeles, in its 
effort to further sales of boots and tire wrappers through 
display advertising. These wares, set on end, form the back- 
ground of the initial windows, cartons of “patch” appearing 
in the wings beside display cards, while the centerpiece is 
a metal window display in color depicting a California land- 
scape. i 

It is the intention of the firm to eventually supply all 
their dealers with the display material which appears in these 
pioneer showings. 
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New Inspirations---Model Figures Just Imported From Paris 





Now Being Used by Leading 
Paris Specialty, Millinery 
and Department Stores. 


as 


Sixty Different Figures to Select 
from, including Popular 


WINDOW DISPLAY 
NOVELTIES 


Miniature Figures 18” to 22” 
high. Papier Mache Heads, 
hand decorated and hand mod- 
eled, with or without decorated 
Pedestals. Used by leading 
millinery departments. Baby 
Heads with real doll curls. 


Every figure and head are 
genuine artistic creations, no 
two exactly alike as to costume, 
posing or decoration. 


Be the first in your town to 
attract attention to your win- 
dows by using our imported 
novelties. 


Owing to conditions abroad, 
our importations are naturally 
limited, but new numbers are 
added as rapidly as_ possible. 
It will pay ycu to order NOW. 
Prices consistent with high- 
grade quality—$5 and up. These 
goods are in great demand, so 
order promptly. 


BEAUTICRAFT IMPORT CORPORATION 


23 EAST 14TH STREET Dept. D NEW YORK CITY 
Papier Mache Millinery Heads Without Stand, $5; With Stand, $6 
































HY DOL PLUSH 
Windotrim Fabrics Co. 


WHAT DO YOU NEED? 
Order Now for Fall Delivery 


PLUSHES VELOURS SILKS 
METALLIC CLOTH HEARTS TONE FLOOR CLOTH 


36 East 21st Street New York City 























HERE IS A REAL VALUE AT $59.60 


A Set of Genuine Walnut Fixtures No. 2-U 
| Haberdashery Display Unit Consists of 
| 
| 
| 


1—24” Plateau 2—24” Collar Stands 
2—18” Pedestals 3—18” Shirt Stands 
2—12” Box Stands 2—24” Shirt Stands 
2—18” Collar Stands 1—18” Tee Stand 
| Carried in Stock for Prompt Shipment in Quincy Walnut Finish. 
i | { Other Sets and Individual Display Fixtures 
in Twelve Distinctive Designs—For All Classes 


of Merchandise—at Correspondingly Low Prices 
Ask for Catalog No. 80-D 


QUINCY SHOW CASE WORKS S-3 :-: Quincy, Ill., U.S. A. | 
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Sweeping Prizes In Kotex Contest 


Cellucotton Products Co. Spurs Displayman to Heights of Ingenuity 
by Offer of Unusual Liberality--Pays for Photographs 


IFTY dollars an hour for trimming your win- 
dow.” In this way the Cellucotton Products Co. 
announce what they believe to be the greatest 
window display prize ever offered—a grand 
cash prize of $2,000 for the best Kotex display 
window in the United States. 

“Five hours is ample time to trim a prize-winning Kotex 
window and enter a photograph in the great $16,000 Kotex 
window display contest,” reads the broadside distributed to 
dealers. 

A total of 932 prizes will be presented shortly after Oc- 
tober 31, when the contest closes. Every Kotex dealer in 
the country is eligible to enter. Prizes are so distributed that 
Main Street has equal chances with Broadway. There are 
four distinct classes of contestants: Department and dry 
goods stores in cities over 25,000; under 25,000; drug stores 
in cities over 25,000; under 25,000. The highest in each of 
these groups will receive a cash prize of $500, and of these 
four the best will receive an additional $2,000—making the 
grand prize $2,500—the largest single sum ever offered in a 
window display competition, so far as is known. 

In order to assure complete disinterestedness judges will 
be selected outside the Cellucotton organization. They will 
base their decisions upon the following table of percentages: 
Attractiveness, 200 points; originality, 200 points; sales re- 
sults, 100 points; forcefulness of message, 200 points; use of 
Kotex material, 100 points; use of own display material, 100 
points; decorative effort, 100 points—a total of 1,000 points. 
In case judges are unable to decide between two or more 
windows in the same class, each will receive the full cash 





yrize. 

“\ marked challenge to the originality of every window 
trimmer,” one proprietor says, “this amazingly generous prize 
offer will undoubtedly reveal much hidden talent, not only 
among window dressers, but among clerks and assistants, 
whose ideas can contribute to the unusual quality of a dis- 
play. We welcome such opportunities, not only for the actual 
sales results and the possibilities of securing prizes, but for 
the stimulation of ideas among our employees. That $2,500 
window will be worth seeing!”, 

This is typical of the enthusiasm with which dealers are 
greeting news of the contest. Because of the natural impetus 
to sales and the ‘simplicity of laws governing the competition, 
entries are expected from every type and size of store, 
whether it is a small drug store in Podunck or a great 
department store in the big city. 

To help defray cost of entering the contest, the Cellu- 
cotton Co. is paying $2.00 for every photograph received, 
whether or not it wins a prize. 

“T’ve never known a contest in which things were made 
easier,’ says one prospective prize winner. “A man has noth- 
ing to lose and everything to gain, regardless of cash awards. 
Welcome the opportunity? I'll seize it. Such events as 
this put pep into a whole store. Please send me all the 
Kotex props you have prepared and I'll set my ingenuity 
to work.” 

The contest rules, as outlined in the broadside, are as 
follows: 

1. The contest is open to every drug, dry goods and gen- 
eral store in the United States. There are no restrictions— 
no blanks to fill out. Your photograph is your entry. 

2. The only requirement is that you send us a photograph 
of a Kotex display that you have installed any time between 
now and midnight, October 31. This display must contain 
the Kotex factory-and-nurse display illustrated below and 
marked (x). The photograph must not be smaller than 
6 x 8—and preferably made at night. Your local photographer 
has equipment to make night pictures of your window. 

3. Write your name and address, also the name and ad- 


dress of the store, plainly on the back of the photograph and 
send by first-class mail to Contest Editor, 166 W. Jackson 
Boulevard, Chicago, III. 

4. Secure figures which will show the increase in Kotex 
sales for seven consecutive days traceable to this window 
display and send us a brief letter describing this increase, 
giving either actual figures or percentage of increase. Your 
windows must remain in at least one week. Also tell us 
whether you have done any special local advertising to 
bolster up your sales. ; 

5. See that you have Kotex window display material on 
hand and additional material of your own. 

6. Send as many photographs as you wish. There will 
be time for contestants to enter a number of Kotex displays. 
No dealer can win more than one prize. Every. different 
display you send in will increase your chances of winning a 
big prize. The more you send—the better your chance. 

7. Boxes of Kotex must not be displayed with the ends 
open and the pads exposed. It is unsanitary and an offensive 
practice. Photographs of displays containing open boxes will 
be rejected. 

Caution.—Be sure your photograph is from a ‘6x8 nega- 
tive or larger and be sure it is mailed to us flat—not rolled 
or folded. Pack it between heavy cardboard. Upon receipt 
of each photograph we will immediately send our check for 
$2.00. The contest closes midnight, October 31. To get 
consideration, all photographs must bear postmark of October 
31 or before. 





Selecting Glass for Your Displays 


Visibility Is Affected by Manufacturing Methods ; 
Distinction Between Window and Plate Forms 


HAT sort of glass shall I use in my display win- 

dows and show cases? What are the advantages 

of one type of glass over another?” Those are 

questions frequently asked by the merchant who, 
while recognizing the importance of his “silent salesmen,” 
still remains in some doubt as to what to specify when in- 
stalling a new window or a new case for the display of his 
stock. 

There are, in general, two types of glass from which to 
choose—plate glass and so-called “window” glass. Plate 
glass is poured in a molten state on a large metal table and 
rolled into a sheet by a metal roller that may weigh any- 
where up to fifteen tons. The so-called “window” glass of 
commerce is blown or drawn into sheets or huge cylinders, 
which are then split and flattened. 


Each of these types of glass has its advantages which fit 
it for the purposes for which it is manufactured. In making 
his choice, the merchant should be guided by his particular 
requirements. The most artistically arranged display will 
lose much of its effect if the intervening sheet of glass does 
not give a clear view of the objects behind it. 


Visibility and appearance, therefore, are major considera- 
tions in the selection of the glazing material. Cost, dura- 
bility, and the question of insurance are considerations of 
only slightly less importance. 

Because of the manner in which it is produced, blown 
or drawn, glass is less perfect in texture than plate glass. 
Close inspection of the former type of glass will always re- 
veal bubbles, flaws or whorls, which tend to distort the 
vision. Further, there is usually present a waviness of sur- 
face which has the same effect. Plate glass, on the other 
hand, presents a flawless texture which affords perfect clar- 
ity of vision and shows the merchant’s stock to the best pos- 
sible advantage. 
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Lackner De Luxe Xmas Line of 
Ready- To-Letter 


Display Cards, Price lickets, Cutouts 


Lackner De Luxe Ready-to-Letter Xmas Show Cards are designed for the largest and best stores 
throughout the country, and the line this year is better than ever. You know that this means: Harmonious 
colors, including rich gold; highly artistic designs; greatest variety of sizes, to meet every requirement; 
largest assortment of designs from which to choose; best grade of cardboard, insuring perfect lettering 
surface for the card writer. 


And, best of all, they are priced right. The season is fast approaching. Select your designs NOW, 
order at once, and avoid disappointment. 
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LACKNER READY-TO-LETTER CARDS 
Are Made in the Following Sizes 
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Price Tickets, 234 x 31,—Landscape Only 
3144x 51%4—Landscape or Upright 11 x14 —Landscape or Upright 
54x 7 —Landscape or Upright 9 x19 —Upright only 
7 x11 —Landscape or Upright 14 x22 —Upright only 


No. 51.—Can be had in only landscape position, including price tickets. 
No. 42.—Made in all sizes except price tickets. 
All others can be had in all sizes, upright and landscape, including price 
tickets. 
2000 Lots 1000 Lots 500 Lots 250 Lots 100 Lots 50 Lots 25 Lots 
Pp R I C EK S Price Price Price Price Price Price Price 
Each Each Each Each Each Each ac 
Price Tickets, 234 x 3% Yc 1c 1%c 2c 2%Ac 3c 
Thirty-Second Sheets, 34%2x5.... 1%c 2¢ 2Mc 3c 4c 5c raters 
Sixteenth Sheets, 514x7.... 234¢ 3%4c 4l4c 5c 6c 7c 8'Ac 
Eighth Sheets, 7x11...... 22 “@e 4lAc 5i4c 6tc 7c 8i4c =. :10€ 
Quarter Sheets, 11x14.......... 4M%c 5c 6'4c 8c 9c 10c 12c 
Third Sheets, 9x19........... . Ie 8c 9c lic 15c 17¢c 20c 
Half Sheets, 14 x 22 I 914c =10¢ 12%4c) = «17¢ 19¢ 


All Prices F. O. B. Cincinnati 


a 
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Actual Reproduction of Design No. 51, in the 5’2x7 Landscape Size 


Order Now to Insure Early Delivery 


GEO. LACKNER CO. 


Pioneer Manufacturers of Ready-to-Letter Cards 


23 W. PEARL STREET CINCINNATI, OHIO 
DISTRIBUTORS 
Frost & Adams Co., Southern Decorative Fixture Co., Meredith-Wylie Co., The Murdison Co., Sullivan, 

27 Arch St., 5221 Eastside Ave., 423 Crockett St., 316 No. Michigan Blvd., ry E. Genesee St., 
Boston, Mass. Dallas, Texas. Shreveport, La. Chicago, Ill. Syracuse, N. Y. 
Windo-Craft Display Service, Hack’s, E. D. Church, A. & B. Smith Co., 

32 E. Genesee St., 936 East St., N. W., 172714 W. 16th St., 633 Smithfie'd St., 


Buffalo, N. Y. Washington, D. C. Los Angeles, Calif. Pittsburgh, Pa. 
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BETTER THAN EVER! 


These actual reproductions of the | 
_7x11 landscape sizes of Lackner | 
De Luxe Ready-to-Letter Xmas Show | 
Cards prove their beauty and excel- | 
lence. They are in a class by them- 
selves for design, quality, beauty, 
range of sizes and price. 





See First Page for 
SIZES AND PRICES 
—THEN ORDER NOW! 






































Design No. 41 















































Design No. 62 Design No, 42 














MANUFACTURED EXCLUSIVELY BY GEO. LACKNER CO. 
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XMAS ATMOSPHERE 
_ Nothing will make your store pulse | 
| with the Xmas spirit more than the | 
_ liberal use of Lackner De Luxe | 
| Ready-to-Letter Xmas Show Cards. | 
| And now you may have these won- 
derful Xmas cards for your store at 
prices that are unusually low. 


See First Page for 
SIZES AND PRICES 
—THEN ORDER NOW! 





























Design No. 11 















































esign No, 42 Design No. 61 
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LACKNER CO., 23 W. PEARL STREET, CINCINNATI, O. 
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Pictorial Ready-To-Letter Cutouts 
Full Sheet--- Die Cut---Totally Different 


Suitable for 
SHOW WINDOWS 
SHOW CASES 
COUNTERS 


THIS SPACE SS wel 
; COLUMNS 
FOR 
These pictorial signs are excep- 
tionally effective when used in 


L E T 4 E R I N G | \4 connection with artificial flowers 


as units on columns, arches and 
other interior displays. 








MODEL A \\ Here's a new kind of sign meas- 
uring 20x26 inches made espe- 
cially for the largest stores. 


It consists of two sheets of card- 
board. The front sheet, on which 
the design is processed, is die cut 
all around the outer edges as well 
as in the center, creating the 
effect of a pictorial frame. 








As one looks through the cut-out 
he sees—the message which your 
card writer can letter to meet re- 
quirements. The impression cre- 
ated is most striking. 

The front portion is printed in 
five colors on heavy white card- 
board, while the back sheet is 


THIS SPACE 
FOR 


eight-ply Buff stock ready for 
your lettering. 


PRICES 
oi AN LETTERING Lots of 25 .... 65c Each 
. Lets of 50....... 60c Each 
Lots of 100...... .50c Each 
BOSS Lots of 250... .. 45c Each 
Lots of 500 ..... .40c Each 
Lots of 1000. _..30c Each 


F. O. B. Cincinnati 


THESE PICTORIAL CUT-OUTS ARE MADE IN THE TWO DESIGNS 
HERE SHOWN, AND ONLY IN ONE SIZE, 20 INCHES BY 26 INCHES 


Manufactured Exclusively by 


GEO. LACKNER CO. 


23 W. PEARL STREET CINCINNATI, OHIO 
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I. A. D. M. Appointees Able 


Progressives Dominate Membership Committee; Best 
Minds Enlisted in Educational Propaganda 


HE confidence which the progressive element of the 

I. A. D. M. reposed in the candidacy of William 

L. Stensgaard, president-elect of the international 

body, has been vindicated in the swift moves 

which the new executive is taking to cope with the needs of 
the profession. 

The first fruit of Stensgaard leadership is an effort to 
bring to the assistance of the I. A. D. M. the best in brains 
and energy that is obtainable in its ranks. The young virile 
and wide-awake display executives whose enthusiasm can be 
utilized in strengthening the movement have been called to 
places of responsibility on the new membership committee. 
William A. Reisser, a sterling young member of the Memphis 
Club, who was a candidate for an international office in the 
last convention, has been made chairman of this important 
group which consists of: Wm. A. Reisser, J. Summerfield, Inc., 
Memphis, Tenn.; C. Walter Johnson, Dixon-Ives Co., Orlando, 
Fla.; Dan Hines, M. L. Parker Co., Davenport, lowa; Ed 
Rose, Foley Bros., Houston, Texas; R. A. Corbin, Radin & 
Kamp, Fresno, Cal.; Charles Ely, Browning-King Co., De- 
troit, Mich.; I. E. Ogg, Moore D. G. Co., Sharon, Pa.; Frank 
Fiala, Thompson-Belden Co., Omaha, Nebr.; Fred Waters, 
242 Plymouth Bldg., Minneapolis, Minn.; Paul Sterling, 
Hahne & Co., Newark, N. J.; A. O. Hewitt, Ben Selling Co., 
Portland, Ore.; Wm. F. Helfrich, Stiefel Bros. Co., Salina, 
Kansas. 

The personnel of the committee includes some of the mst 
progressive spirits in the organized displaymen’s ranks, and 
it is to be hoped that Chairman Reisser will make full use 
of their assistance in developing the field that has been 
allotted to him—a field that is white for the harvest and 
tertile with opportunity. 

Even more convincing is the appointment of a large staff 
of assistant educational directors to supplement the efforts 
of Educational Director L. A. Rogers. The necessity for 
reaching organized groups of retailers, advertisers and mer- 
chandisers and acquainting them with the display manager’s 
work and his contribution to modern business, was empha- 
sized in the recent convention. President Stensgaard has 
endeavored to meet the situation through enrollment of a 
staff of leading display exponents so situated geographically 
that they can cover most of the country and keep in touch 
with the meetings of trade bodies of their districts. In this 
group are included: J. Duncan Williams, National Retail 
Clothier, Chicago, Ill.; Clement.Kieffer, Jr., Kleinhan’s, Buf- 
falo, N. Y.; G. A. Smith, United States Rubber Co.,. New 
York City; James A. Wilson, Cheasty’s, Seattle, Wash.; 
W. Z. Coy, Miller, Rhoades & Swartz, Norfolk, Va.; Syl 
Rieser, Laclede Gas & Electric Co., St. Louis, Mo.; W. A. 
Hinks, Donaldson’s, Minneapolis, Minn.; Tom Leslie, Wil- 
son Bros. Co., Chicago, Ill.; W. J. Keeler, T. Eaton & Co., 
Winnipeg, Can.; Sol Fisher, Fisher Display Co., Chicago, 
Ill.; Paul Lupo, 927 Orange Grove Ave., Burbank, Cal.; J. 
H. Richter, The Fair, Chicago, Ill.; J. M. Gilbert, Rosenthal 
D. G. Co., Beaumont, Texas; R. T. Whitnah, Crosby Bros., 
Topeka, Kans.; Al Butterworth, John Taylor Co., Kansas 
City, Mo. 

The publicity committee is headed by R. B. Twyman, of 
the Shack Floral Co., Chicago. All other members with the 
exception of J. F. Bronsing, Bry-Block Co., Memphis, are 
trade paper representatives. 

These committees will function only if given the benefit 
of careful direction. A wealth of talent is at the command 
of the national executives. It remains to be seen whether 
so representative a staff as has been whipped together will 
be made cohesive and given plans that can be put into effect. 

Capture of the presidency by progressive forces is re- 
sponsible for this advance, and the ability which shaped the 
present program will in all probability sustain it. Progres- 
sives called to the colors should respond cheerfully, and, 
through their hard work, refute the charges of incapacity 
which their opponents have hurled at them. 
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Fine Arts Papier Mache Corp. 


149 West 24th St. New York City 
Telephone: Chelsea 8190 


Designed and Executed Many of the 


BUILDINGS and BOOTHS 


at the 


SESQUI CENTENNIAL 
1926 EXPOSITION 


Philadelphia, Pa. 
And is Prepared to Build for 


DEPARTMENT STORES and 
NATIONAL ADVERTISERS 


SPECIAL DECORATIVE AND 
HOLIDAY DISPLAYS 
Booths, Floats and Window Displays 


We Specialize in Spanish and Other Periods, 
and All Forms of Displays for CONVENTIONS 




















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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Gaining Prestige by Patrons’ Displays 


“Union Electric Service’ Exploits Its Community Importance by 
Showing St. Louis Manufactures Produced With Its Power 


By PAUL W. KLOERIS 
Display Manager, Union Light & Power Co., St. Louis, Mo. 


TILITY companies have entered the win- 
dow display field so recently that there is 
still much unexplored territory to be tra- 
versed. Pro and cons are still conspicu- 
ously absent, but, despite the scope of the 

play for our windows and the latitude which still exists, 
there is good reason for analyzing the means of securing 
most profitable advertising through this medium, and 
the type of displays required to supply it. 

The chief commodity of the utility corporation is 
service, and all the stress which is laid upon lighting, 
heating and domestic accessories has, as its ultimate 
purpose, sale of a greater volume of power or current. 
Its product, however, is the raw material which the con- 
sumer transforms into motive energy for his machinery, 
or illumination. 

Is it not for this reason advisable to show the 
utility’s contribution to the community by featuring the 
operations of its patrons? Their shops, their products, 
their workmen, the merchants and the financial interests 
of the region are dependent upon its assistance. Their 
accomplishments are, in large measure, the consequence 
of its presence and the availability of its service. 

Our company is in the light and power business, and 
we supply electric service for all purposes; our sale of 
power to manufacturers is very large. In the list of 
our customers are firms which manufacture a great 
variety of products, ranging from shoes to machinery. 
While it might appear that these manufactures are 
foreign to our business, we believe that the displays fea- 
turing these institutions are appropriate, as they are 
operated by means of our service. 

A short time back we promoted a schedule of dis- 
plays of St. Louis industries using our service, and ap- 
proximately fifty organizations availed themselves of 
the offering. The showings were arranged so no two 
of the same business followed one another, and season- 
able merchandise was displayed at the proper time. 








THIS STLOUIS INDUSTRY 

» UNION ELECTRIC 
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Miniature Tramway Installed for Leschen Rope Co. 





During this period we exhibited everything from a 
pencil to auto parts; in all, the displays comprised trims 
of the following character: Straight merchandise, mer- 
chandise and educational material, merchandise and 
advertising, and pure advertising. 

The results were very gratifying to both the patrons 
and our company. ‘The variety of products and the 
manner of presentation was interesting and instructive, 
attracted considerable attention, and was a unique and 
novel method of show window advertising. This pro- 
motion was brought about through the sales channels 
of the company, being the idea of the sales manager, 
Mr. C. E. Michel, and the assistant sales manager, Mr. 
W. L. Berry. 

Foremost among the displays was that of the Mis- 
souri Portland Cement Company. In this a miniature 
model of the grounds and buildings making up the plant 
occupied the center; sacks of cement, linked with the 
offer of a prize for a new trade name, the right; and 
the process of cement manufacture was disclosed on the 
left. The lighting effect, together with the black and 
yellow draperies, assisted in making it a very interesting 
and attractive window. 

A model of a mine gave the Leschen Rope Co. a 
means of illustrating the strength of their manufactures 
through the medium of an aerial tramway whose carrier 
from pit mouth to tipple was the staunch wire product 
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Moon Motor Cars Were Championed in a Window Emphasizing Quality of Their Tires, Radiators, Lamps and Upholstery 
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of this factory. To stimulate additional interest they 
provided specimens of other sizes of rope and a reel of 
a standard size. 

Credit for inauguration for the series of displays 
belongs to the sales department, whose executives, C. E. 
Michel, sales manager, and the assistant sales manager, 
W. L. Berry, conceived the idea. In the plan of man- 
agement which they evolved, as stated by Mr. Berry, the 
only requirement which was asked of our patrons was 
that they include in their display an enlarged photograph 
of their plant or buildings, and permit us to pass on the 
general nature of the display before it was installed. 
No reference to our company, nor the use of electricity, 
was necessary. 

Displays were put in on Saturday afternoons and 
remained in the windows for a week. We handled the 
installation and furnished special lighting, cards, fix- 
tures, velours, silks and other accessories when neces- 
sary. Cards that disclosed interesting facts pertaining 
to the trim which could not be brought out by the mate- 
rials furnished were used consistently, usually in the 
center. Displays were delivered and returned by the 
patron. 

The public was enthusiastic from the first, and the 
manufacturers were delighted. Many of them con- 
structed models purposely for our use, and one ex- 
hibitor was so interested that he spent over $500 on his 
window. 





Free Employment Service Started 


M in need of a displayman; can you suggest a 

man that we can get in touch with quickly?” is 

a form of inquiry which is frequently received 

by The DISPLAY WORLD. Retailers, anxious 

to secure high-grade windowmen, take this means of avoid- 
ing the delays which are connected with advertising for help. 

Their resort to this plan has been encouraged by the fact 
that in most instances it has been possible to locate an avail- 
able man and that both employer and windowman have 
been favored as a result. 

It is now proposed to place this service at the disposal 
of all The DISPLAY WORLD readers through the use of 
an “employment register.” A listing blank will be published 
regularly hereafter, and, when properly filled, will entitle the 
sender to employment service. Displaymen seeking positions 
should use the lower half of the coupon stating the class of 
work wanted and their experience. Employers are invited 
to outline their needs in the upper half, reciting the type of 
position open, the requirements, and the salary offered. Upon 
receipt of their inquiries, they will immediately be placed in 
touch with windowmen best fitted for their positions. 





THE DISPLAY WORLD EMPLOYMENT 
REGISTER 


Position Open. 


Requixements: and: Salary... 2.066.006 0es. vastaseee os 
Firm. 
SEER ey sateen hs SEO en are a eee tee or eae as 
nd, 525.treoiects 


Positions Wanted. 


Wperience and: Salary. 2... 20.0: . 2 ote bce eeone: 
Detailed experience should be submitted by an ac- 
companying letter. 
Service Department 


The DISPLAY WORLD Cincinnati, Ohio 


THE BISFLAY WoOoRr.d 





(Make “Window a ee 


Your merchandise must be forcefully displayed to 
attract attention. 


ONLI-WA Display Fixtures 


materially aid in bringing the passerby into your store. 


Catalog No. 12 


FREE 


on Request 


New Spanish 
Renaissance 
Design Fixtures 
Real Sellers 


Quality and 
Originality 











The ONLI-WA FixtureCo. 


Dept. D. W. 
St. Paul Ave. Dayton, 0. 7} 


Reg. U. S. Pat. Off. 











Santa Claus 


SNOW 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 
laus Snow adds wonder- 
fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
clear flakes that glisten 
qd and sparkle brilliantly 
under any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and is effective. 





You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO.,“creh S258 sh" 























GLASS For DISPLAY 


PLATE GLASS SHELVES ~ 


14. 1NCH THICK OR THICKER . 
Cut In- Ovals -Oblongs - Squares - Circles 
Hl 6dyes Smooth - Ground -Polished or Beveled As feguire 


> Write jor Folder 4 


ANDRES PLATE GLASS @ +195 GREENWICH ST NY 


‘ust a Step from Hudson lubes and Ferries” at Fulton St 
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Weighing Up Displayman’s Requisites 
“What Every Windowman Should Know” to Achieve the Fullest 


Measure of Success in the Field He Has Chosen 


By GEORGE A. SMITH 
Display Advertising Counsel, New York City 


HAT constitutes a successful display man?” 
is the question that has been fired at me 
many times during my time as a display- 
man. The answer to that question, to the 
writer's way of thinking, is: The man 
who can put in an elaborate setting when the occasion 
demands, or a thoroughly good merchandise window 
when the firm so decrees. First, of all, every display- 
man should have a good knowledge of merchandise in 
general. He should make a study of all lines of goods, 
learning all he can trom personal study combined with 
the information secured from sales people and the 
buyers. With this information in hand, and with orig- 
inality, he should be able to install displays that will 
attract and create appeal for the goods shown. 

When he presents a merchandise window, special 
care should be taken to watch every detail, and as much 
personality put into the offering as he would put into 
an opening display. Too many displaymen seem to 
neglect this all-important requisite and allow almost 
anything to answer the purpose. 

One need only be a good observer to notice the care- 
less manner in which many displays are handled. Details 
cannot be watched too closely. One might be inclined 
to say: “I should worry; I get my pay just the same, 
if I do good work or bad work.” It is worth while to 
remember that a man that does not do any more than 
he is paid for rarely gets paid for any more than he 
does. A certain displayman said to the writer, “I have 
worked in this game twenty-six years and I know there’s 
nothing that anyone can show me.” I viewed that same 
man’s windows some time after and to my surprise, 
found he had a beautiful wax figure dressed in an 
evening gown with a wrap, scarf, etc., placed nearby 
which were entirely out of keeping with his general 
scheme. 

Oh. no! The last word in the art of display has not 
been said, and each day we learn some new wrinkle 
from some other “live wire.” The function of our 
work is display advertising, and I’ll wager that there is 
not a store of consequence that can board up its front, 
draw its shades and part with window display for a 
week without evil effects to the cash register. We have 
the prospective purchaser right at our very threshold, 
and he only needs a gentle shove to bring him in contact 
with the smiling floor manager, who in turn calls a con- 
genial salesman. The latter has very little trouble in 
“selling” the prospect, provided the window has created 
desire. When the merchandise is of the right quality, 
style and price, the passer’s decision is rapid, and con- 
fidence and satisfaction are the ultimate outcome. 





It is not enough to know lines, colors, foliage ar- 
rangement and background composition in order to 
make good in the display profession. 


Looking the problem in the face and making plans 
in ample time is half the battle. The displayman, to be 
successful as a sales promoter, must receive the un- 
bounded cooperation of the sales force in order to keep 
ahead of the store’s past sales records. Today is a day 
of intense specializing in merchandising, and only as 
specialists can we hope to grow and achieve success. 

The average dry goods store lays too little impor- 
tance on the cooperation of the various employees, 
though the store’s publicity and success can only be 
measured in the degree of cooperation that exists. Co- 
operation between sales people and the displayman is 
the keynote of success in any selling venture, without 
which no store or business will have the smooth, unin- 
terrupted fellowship and understanding that establishes 
efficiency. 

The value of this condition is recognized by the 
largest establishments, as no organization can hope to 
reach its aim unless the sales force works in harmony 
with the store’s display and advertising. Not only 
should the displayman point out the advantage of the 
entire sales force’s help in regard to the merchandise on 
display in the show windows, but each department 
should boost the other sections of the store that carry 
accessories or kindred lines. 

Another item of great importance is having the 
interior of the store, ledges and show cases always at 
their best. Sales people can do much to assist by sug- 
gesting merchandise for such showings. A quality 
often lacking in store life is encouragement and com- 
mendation, and the displayman should be helpful in his 
encouragement of department displays made by the sales 
people. 

The department store of tomorrow must forge a 
close link between the selling force and the store’s pub- 
licity to attain the results expected. Weekly or monthly 
meetings of the sales force and the advertising execu- 
tives are great aids toward this and in obtaining ideas 
and suggestions arising from the new life, spirit and 
encouragement born of a change from the old rut 
method of store life. 


The average displayman will agree that there is a 
lack of cooperation between the display and the selling 
forces. But does the average displayman try to over- 
come these rough spots by taking the initiative? A 
store, business or any organization, as a rule, reflects 
the attitude of its executives, and only by good exam- 
ples, and good cheer, can we gain the aid we seek. 


The next problem for the displayman for the com- 
ing year is his appropriation. In many instances it has 
been curtailed, and still the same results are expected 
from the show window. These conditions compel de- 
velopment of creative thought, and, as a result, make a 
man more resourceful and more valuable than ever. 


TROD ERNE 
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SHARON, PA. 

The Sharon Association of Display Men scored another 
social and artistic triumph, August 19, when they held their 
summer festival in Buhl Farm Casino. 

The hall was decorated with Oriental trimmings. Fragrant 
incense burning in unique holders, Japanese parasols, quaint 
and multi-colored, and an Eastern fountain, all lent an 
Oriental atmosphere to the scene. 

Price’s Entertainers more than delighted the dancers with 
the excellence of their music and their generosity in playing 
encores. For a novelty dance, the orchestra marched to the 
center of the floor, and were surrounded by the applauding 
guests. 

Paper hats were given as favors, and also whistles and 
small horns. 

Miss Caroline Pierson pleased with several whistling 
numbers, and Miss Mary Louise Huck gave vocal solos that 
were greatly appreciated. 

One hundred and thirty couples were in attendance, among 
them Ivan Culbertson and Miss Swanson, of Meadville. Mr. 
Culbertson is the official stenographer of the International 
Association of Display Men. 

I. E. Ogg was general chairman of the committees in 
charge of arrangements for the event, those in immediate 
control of details being W. B. King, chairman, dance com- 
mittee; Ralph Knapp, chairman invitation committee; K. V. 
Boardwell, chairman, decorations committee, and C. B. Price, 
chairman, novelty committee. 

Members of the club were elated over appointment of 
President Ogg to the membership committee of the I. A. 
D. M., just announced by International President W. L. 
Stensgaard. 


SAN FRANCISCO 

Nearly forty members of the San Francisco Displaymen’s 
Association were gathered at the regular quarterly banquet 
held in the banquet room of the Marquard Cafe, Wednesday 
evening July 21. This was considered a record attendance 
considering the vacation period. The banquet was free to all 
members in good standing. 

Mr. Heywood gave a very interesting talk on organiza- 
tion and the value of doing things. Mr. Heywood is a lec- 
turer, and also spoke on building up character in business. 

Mr. Ethel Wheldon, who has just returned from an ex- 
tended trip to Europe, gave an excellent talk and demon- 
stration on character analysis. Mrs. Wheldon has made 
character analysis her life’s work and she may well be proud 
of her accomplishment. 

William Wuelker, of the Standard Plate Works, added to 
the entertainment of the evening with a very good imitation 
of George Beban, in the act of the Italian and his little 
daughter, Rose. Mr. Wuelker is a personal friend of the 
noted actor. 

At the conclusion of Mrs. Wheldon’s talk there was a 
recess of five minutes, and then the regular business of the 
association began. President Fred A. Gross gave a brief 
outline of the accomplishments of the association and an- 
nounced that the regular annual dance and entertainment to 
be held in the roof garden of the Whitcomb Hotel on Armis- 
tice night, November 11, is all arranged for. 


ST. LOUIS 

Due to the hot weather and vacation season, the attend- 
ance at our meeting on August 9 was small, and, therefore, 
the nomination of officers did not take place. 

Those present enjoyed a splendid dinner at the club’s 
expense and each received a handful of smokes with compli- 
ments of the American Fixture Co. 

Many items for the welfare of the club were discussed, 
but nothing done officially. 
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They like it--- 


So will you--- 














Leading department stores and 
specialty shops all over the coun- 
try have chosen the famous 


Sun Ray Window Spotlight 


Convenient, reliable and durable, 
it is the favorite of up-to-date || 
displaymen. qi 

Now You Can Get It For 


$(Q).50 


With color-screen and _ five 













gelatine colors, complete, $12.50 


Den’t put it off—send post card 
today for full details of this and 
other Sun Ray specialties. 

































Lighting Products 


119 Lafayette Street, New York 








An Attractive Card 
Stand is Also 


- Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable, 
made to stand hard usage. 
Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 
Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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| THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


| A PAGE OF FUR DISPLAYS—1, 2 and 4, Three of the Beautiful Northwood and Arctic Scenes Created by Ralph W. 
| Shea, Stern & Mann Co., Canton, Ohio; in No. 2 he used 250 Pounds of Epsom Salt for Snow; No. 4 is an Interior 
Display; No. 3, J. E. Tannehill, Carson, Pirie, Scott & Co., Chicago; No. 5, Arthur V. Fraser, Marshall Field Co., 
Chicago; No. 6, Allen Kagey, Mandel Bros., Chicago; No. 7, A. Matzer, F. & S. Lazarus Co., Columbus, Ohio; No. 8, 
A. Cohen, Woman’s Shop, Springfield, Mass. Note the Huge Oil Painting Which Served as a Background. 
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VTVANTINE | 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


AUTUMN DISPLAYS—1, E. F. Nelson, S. N. Wohlbach Sons, Grand Island, Neb., Dramatizing Shark Leather 

Shoes; 2, I. L. Vonderheide, Woodrum Home Outfitting Co., Charleston, W. Va.; 3, Wayne L. Coats, K. H. Z., 

Inc., Canton, Ohio; 4, A. W. Coates, W. W. Mertz Co., Torrington, Conn.; this Display Won Second Prize in 

the Oregon City Blanket Contest; 5, Milton Hartman, Brager, of Baltimore; 6, Ralph C. Godt, Mason’s Haber- 
dashery, Sacramento, Cal.; 7, M. Wulfson for Baer Bros. & Prodie, Chicago. 











52 THE DISPLAY WORLD September, 1926 


CO 


a 


oz 


rs 


Lae; 


b, 
4 
’ 

















A TRIO OF EXPRESSIVE WINDOW SETTINGS BY E. J. SHORT 


| In these drawings Mr. Short has given fresh proof of his appreciation of the fundamentals of advertising. A telegraph | 
messenger in the top illustration suggests a journey and justifies the clothing and luggage display featured. Elaborate | 
background panels embellish the millinery in the second etching, while the semi-humorous depiction of “tot and tub” in | 
the third secure interest for the showing of wash goods. | 
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Just Three Types of Display Windows 


Their Classification Rests Upon Their Ability to Convey 
a Message and to Express It Convincingly 


3y E. J. SHORT 
Display Specialist, Danville, Virginia. 


ROADLY speaking, display windows are of 
three classes. They are “deaf and dumb,” 
“tremendously dull,” or “live and produc- 
tive.” The “deaf and dumb” windows are 
often met. They are perfunctory and carry 

no particular sales message. The impression which they 

give is that something is exhibited in the way of goods 
inside of plate glass to take away the bald and bare look, 
and that almost anything will do. 

One does not have to travel very far to find a “deaf 
and dumb” window. It can’t be heard because it doesn’t 
speak for itself, and nothing said or left unsaid by the 
public pierces through the skins of its creators. 

We saw three such windows in a half hour’s walk 
yesterday. One was filled with yard goods, the second 
had a radio in the center of the window with some corn 
plasters and liniment by way of embroidery around the 
edges, and the third was filled with a conglomeration 
of unrelated articles, all of them unattractive and not a 
single one of an arresting character. 

In the half hour during which it was under obser- 
vation, not a single person gave this window more than 
a passing glance. It was deafer than an adder and 
dumber than an oyster. And the pathetic part of it was 
that the proprietors needed the business which those 
sleeping giants might have attracted for them. 

“Deaf and dumb” windows are expensive. They 
cost a lot to maintain, and they do not pull business, so 
they are liabilities any way you look at them. 

The next group of windows are “tremendously 
dull.” Their middle name is “Monotony.” The same 
style of display is used month in and month out. The 
color trim is anything that comes handy, and, while the 
goods shown are fairly seasonable, there isn’t the slight- 
est indication that the window trimmer had an idea in 
his head beyond putting something in the window which 
somebody might be determined to have, or reminded 
that they could get here and now, or some other time if 
it didn’t develop that the goods cost too much. 

Here is a description of two “tremendously dull” 
windows. One was made up of white ivory toilet 
articles, which, for the sake of contrast, were laid upon 
a red tissue paper flooring. The edges of the tissue 
paper were slightly ruffled. We have seen hundreds of 
such windows, and other folks have, too. 

There wasn’t a single interesting point except that 
the white ivory offerings were exceedingly varied in 
character, and you could get almost anything you 
wanted to match up your own or somebody else’s set. 
It was simply a display, very simple and very dull—and 
yet but a little effort would have redeemed it. 

In another window was a pyramid of hosiery car- 
tons, a very ugly, crudely colored advertising cut-out 
and a few stands of hosiery shown in a most unbecom- 
ing manner. In the front were some highly colored 





fancy garters in boxes arranged in a discouraged row. 
A few looked into this window, as it was near a corner 
where a number waited for the trolley, but no one was 
observed to rush in and to come out with packages of 
the goods shown in the display. 

What’s the use of bothering with windows if they 
must be dull exhibits? Would it not be more sensible 
to rent the space to some one who would make better 
use of it and insure an income from them?? 

The third group of windows is invariably main- 
tained by successful dealers—merchants who are wide 
awake, progressive, and keeping close watch on public 
needs. They are the valued instruments for winning 
attention at the most opportune time for goods that 
serve these needs. 


A Change in Cartons Nets $15,000 


New Package Made Up in a Fashion Which Appealed 
to Oriental Eyes Increases Business 


By THOMAS DUNNE 
Thomas Dunne Co., New Orleans, La. 





E have been selling cartons for a number of years, 
and every time that we sell a man a re-order of 
cartons we do our best to make him put more 
color, more originality and art into the carton itself 

because we figure that this cuts a large figure in merchandis- 
ing the product. We will cite an example: 

The La Valliere Company are manufacturers of perfumes, 
creams, and lotions for the face and skin. They had been 
using a commonplace carton for some time, and, through a 
traveling agency, had built up a fair business in the Orient. 
We prevailed upon them in a lengthy discussion to get a 
carton for their face creams that was original and beautiful, 
and which would set off the brands most largely used by the 
better class of Chinese and Japanese and other Eastern 
peoples. 

They took my advice and a package was made by the 
Richardson-Taylor Printing Co.,, Cincinnati, and, to their 
intense surprise, the very first order they received after put- 
ting this fine carton on the market amounted to over $15,000 
for one single item of face creams for shipment to Shanghai. 
China. 

This, in itself, is sufficient to show the value of a beautiful 
carton. Since this development, all of the cartons they have 
purchased have been of the best quality and afford the greatest 
degree of display possible. 

We believe that it is obvious that a man overlooks a won- 
derful opportunity in display advertising possibilities when 
he fails to dress his goods in the very best and finest cartons 
obtainable commensurate with the amount of expense which 
the product can stand. 

It is one of the greatest forms of display advertising, 
because it reaches both the retail merchant who sells it and 
his entire trade, and the carton itself, being a thing of beauty, 
makes an impression on the purchaser, and strengthens the 
latter’s faith in the good qualities of the goods so packed. 





EVERSHARP PENCILS IN NEW COUNTER DISPLAY 

A very attractive display carton recently executed by the 
manufacturers of Eversharp pencils is the orange and black 
Eversharp Utility Unit. 
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lllustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 
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No Guessing When Price Appears 
“Can I Afford It?” Query Avoided When Show Cards 
and Price Tickets Make Costs Plain 
By JOHN F. KEYS 
Secretary, Prather-Marquis Co., Seattle, Wash. 


ITHIN certain limitations I see no reason why 
Woolworth principles cannot be employed in 
almost any establishment—hardware, drugs, jew- 
elry, men’s furnishings, or whatever it may be 

that the merchant is handling. It seems to me that they 
could make some effort towards the idea of selling a cus- 
tomer a little or something more than just the exact article 
that he or she came after. Another thing that I notice 
about the above-mentioned concern in the matter of making 
it easy to secure the goods it has for sale, is its use of 
the price ticket along with the sales card. There is no 
guessing contest being conducted there. Goods right under 
your nose, nicely, displayed, sometimes a little sales talk on 
a card, and the price ticket linked up with every article. 

It seems to me that the reaction there is that few customers 
will ask the price of all articles, particularly those where 
their mind is not completely made up to buy and that the 
display of the goods with the price often clinches the imme- 
diate sale. I know in my own case, if I am looking at a 
window of goods, or an interior display, I am sometimes 
hesitant about placing myself in the hands of a high-powered 
salesman merely to inquire the price of an article, and so I 
pass it by. Another thing, I do not like to have to take the 
time, go into the store, wait for a clerk, and then march 
him up to he display and make the inquiry. To do so I 
would feel that I was placing myself under obligations to 
go farther, and if I was not going to buy just then or found 
that the article was beyond my pocketbook, I would feel a 
little embarrassment in leaving. To satisfy myself on that 
score, I have asked a number of men and women if they 
do or do not like to see the price displayed alongside the 
goods, and I have yet to find the one who says that he or 
she is partial to the idea of having to make the inquiry. The 
majority flatly put it that they seldom ask a price unless 
they are ready to buy that or a similar article. 

And the other side of it. Inquiry gf a number of mer- 
chants as to why they do not display prices alongside their 
merchandise brought such replies as “I want them to ask the 
price,’ and “If I did that my competitor would put similar 
merchandise on display, probably at lower prices.” The first 
group said in another way that they wanted their customers 
to take a lot of time and put themselves under obligations 
to purchase the article. This group tries to make it hard 
for the prospective customer to purchase the article or to get 
away if he doesn’t do so. The second group is trying to run 
two stores only one of which they own. They may occasion- 
ally lose a sale because some customer sees an article a few 
cents or dollars lower in price at another point, but they 
miss ten sales to those customers who never even thought 
about competition. : 

A merchandising plant is not a “guessing contest,” nor is 
it supposedly designed with the idea of keeping customers 
from purchasing the goods. The whole central idea is to 
sell. If that is it, why not make it easy for the customer? 
A six-dollar-a-week boy can wrap and collect for the article 
for which the customer specifically entered the place, but it 
takes more than that to sell that customer something else. 
An intelligent display will do more towards that than all the 
soft-voiced clerks the manager can hire. 

A hardware dealer in Chicago recently told me that he 
sold seventy glass percolator tops in two weeks through a 
small interior display, using a price card in connection. The 
next two weeks he removed the price card and sold eleven. 
He then put the display away, and in the following tortnight 
had inquiry for and sold exactly one. Returning the display 
to its position and again adding the price card he averaged 
from thirty to forty sales per week. Intelligent display and 
incidental selling! 

In a group of jewelry stores on Fifth Avenue in New 
York, they might be called exclusive shops, as it were. Each 
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time I have passed I notice that one in particular was filled 
with customers, noticeably more so than the others. Asking 
the proprietor his secret, he smiled and replied, “There is no 
secret about it. There are five of us in this block, our estab- 
lishments are about equal as to appearance, and we all enjoy 
only the highest class of sales people. All handle the very 
finest grades of jewelry merchandise and our prices are about 
the same. I display my goods with prices—the others won't 
do that as they think it detracts from the tone of their stores. 
If you will notice my windows you will see the displays are 
neat, attractive and made up of choice goods. Each piece 
has a small price ticket alongside.” He went on: “There is 
such a thing as being so exclusive that customers are scared 
off. Some merchants have an idea that they must keep the 
price in the background when catering to the wealthy. I 
have found it just the opposite. Not one person in a thou- 
sand, even in millionaire circles, will buy an expensive ar- 
ticle without first inquiring the price. And in every com- 
munity there are a thousand persons who can afford to make 
an expensive purchase occasionally to one who can afford 
to buy anything he sees, regardless of price. I put a beautiful 
jewel in the window with, we will say, the price ticket, 
$2,000.00. The prospective customer, seeing it, reflects, ‘my 
wife’s birthday is next week; that’s just about what I want 
to spend; here is something that would please her’; the whole 
thing is solved right there in his mind. Something like that 
happens, I venture to say, a dozen times a day, and I posi- 
tively know that those customers would feel a little hesitancy 
in entering my store, inquiring the price of something they 
saw and liked in the window. Selling merchandise is a com- 
mercial proposition any way you put it, no matter whether 
you deal in diamonds, men’s clothing, automobiles or fresh 
fish. The intimate personal part of every transaction is finally 
the price, and it doesn’t take away any of the exclusiveness 
of an establishment to give a little advance information 
about values through the medium of the show window. My 
secret, as I see it, is common sense applied to merchandising.” 


Merchants are always interested in cost: of goods, labor, 
advertising, overhead, and the like, so I may consistently do 
some cost finding for them, since I’m going to such issue to 
show them their mistakes and give them a lot of highlights 
on how to run things. Suppose we say that a merchant in a 
certain location has a total expense of one thousand dollars 
per month, inclusive of his rent, overhead, his own drawing 
out, or salary, and his taxes. He goes to that much expense 
in that location to sell a volume of goods. Because he is in 
this certain location, one which has a passage of five thou- 
sand persons by his door each twenty-four hours, it may be 
about fair to charge one-third of the thousand to the front 
of the place of business; that is, to the five thousand who 
daily walk past. Three hundred and thirty-three dollars 
every twenty-five working days means that he daily pays 
thirteen and one-third dollars to be near us. If we have 
never been in his establishment, do not know him personally 
or have some other good reason for giving him our trade, 
and if he makes no effort to attract us to him by trimming 
his windows in a way that will compel our attention, forcing 
us to read the index—for index that window is—so far as the 
five thousand are concerned that merchant is simply stepping 
to his curbstone every evening after he locks his door and 
throwing thirteen dollars in the gutter. If he hired a boy 
to stand out in front and give every fortieth person a new 
shiny ten cent piece with his compliment, he would get more 
for his money. He would have at least one hundred and thirty 
persons daily giving him passing notice, if nothing more. The 
face of his business does not receive even that. There’s four 
thousand dollars blown away annually—in ten years a very 
comfortable little pile. 

And how about the hundreds of us who enter his door 
daily to make some certain purchase? The merchant pays 
an average of twenty-six cents each to get us to open his 
door. And then his store arrangement is so poor that no 
additional article is offered or presented to us for our pur- 
chase. The clerk, or whoever waits upon us, wraps up our 
purchase and hands it to us with a “There will be nothing 
else?” We confirm this belief and depart. What else could 
we dor: 
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An Attraction That Makes | 
Customers Out of Passers Buy! 
This is a cut-out form for 


coats and dresses in life size. 
It is made of one-half inch 
selected hardwood, finished in 
bronze effect “a la Paris.” The 
features of the hair, face, 
hands and slippers are 
carved and filled in by ar- 
tistic hand work. Arms 
are detachable and ad- 
justable. Form has 
padded bust and stands 


q » firm on a 7%-lb. 
Rgp’ronzed metal base. 
PRICE 
$12.50 


This form with constant flash- | 
ing, twinkling eyes, which 
give a natural winking effect, 
due to a special electrical de- 
vice which attaches to any 
socket, is a genuine attrac- 
tion and crowd getter. 


PRICE, $15.00 


We also have a machine that makes 
this form act as if a live model was 
walking in your window on a plat- 


e& =) form, displaying your garments. 


Rent: il basis. 


Our Terms..... Net C. O. D. 


Harold-Barnett Corporation 
270 West 38th Street New York 
Telephone: 0570 Lackawanna 
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Accessories 
for Better Window Displays 
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Make Your Window Attractive With 


Artificial Flowers 
Artificial Fruit Glass Heel Rests 
Baskets Grass Mats 
Background Papers Metalline Draping 
Borders loth 


Glass Shelves Spot Lights 
Strip Lights , 
Stix-Wel ‘Glue 
Tinsel Flitter 


Thumb Tacks 


Bilt-Wel Board Pedestals Valances 

Birch Bark Strips Papier Mache Velours 

Novelties 8 4 

Card Holders Price Ti Velour Papers 

Chenille Roping ein Tickets Vines 

Color Attachments ree Wood Carvings 
Reflectors 


Flood Lights Wood and Metal 


Foot Lights Revolving Tables Fixtures ; 
Gelatine Scenic Paintings Wrought Iron 

Glass Stands Show Cards Stands ‘ 

‘ 

Fall Catalogue No. 41 Now Ready } 

New Designs :-: New Suggestions r 


Doty & Scrimgeour Sales Co., Inc. | 


148-152 Duane Street New York 
Phones: Whitehall 2737-2738 ‘ 


“Everything for Better Window Displays” 
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Classifies An advertising agency has recntly com- 
Retail puted an estimate of the number of retail 
Windows store windows in the United States and 


its compilations show the total to be not 

far short of 800,000. In this, grocery and general 
stores have an overwhelming preponderance, totaling 
more than 300,000. Drug stores come next with over 
46,000 windows, while confectioneries run them a 
close race. It is estimated that the candy stores use 
over 42,000 windows, while garages and auto supply 
houses have fifth position with over 40,000 display 
units demonstrating very clearly the high position 
held by the automobile in the modern business world. 
It would be hard to convince the average man 
that the humble “smoke” is a rival of the prestige 
of the furniture store, but it is reported that furniture 
and cigar display windows are almost equal in num> 
ber, the former leading the cigarists by a bare 400 
majority. Though department stores assert a tre- 
mendous influence upon the display field with an ap- 
propriation for display fixtures and decoratives that 
probably excels many more numerous groups, they 
fall far down the column with slightly more than 
32,000 windows to their credit. Immediately below 
them are the shoe dealers with 29,445, and the hard- 
ware houses with slightly more than 29,000. Jewelry 
dealers account for 23,000 and haberdashery houses 
stand at the foot of the column with a bare 19,000. 
It can be readily seen that the size of the group 
does not necessarily measure its importance as the 
overwhelming excess of grocery and general stores 
indicates. Better displays in these stores is an essen- 
tial if their prestige is to be increased to its proper 
standards. The excellent lighting, the coloring and 
the harmony of the department and haberdashery 
windows have given them a leadership which has not 
been seriously contested. When national advertisers 


and retail grocers join hands to bring to foodstuffs 
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the interest and the appeal with which apparel has 
been clothed, a huge mass of windows now exercis- 
ing but comparatively little effect upon the potential 
buyer will startle the mercantile world by the shock 
of their impact. The drug store is already perking 
up, and even the hitherto murky garage has felt the 
effect. It remains for the provision dealer to fall in 
line, and, emulating the success of his British cousins, 
who have achieved wonderful advances in food dis- 
plays, give to grocery and foodstuffs a zest and an 
appeal which American markets have never known. 
Use of branch stores by the great 
mail order houses of Chicago has 
become comparatively common, 
and the manner in which these 
regional houses have advanced the volume of these 
great merchandising organizations is well known, but 
the weak spot in coping with local competition gen- 
erally has been inability to actually show the goods 
and thereby escape the handicap which the windows 
of the small town merchant impose upon them. It 
cannot be too strongly emphasized that the most 
glowing and comprehensive copy of expert cata- 
logers cannot convey an impression with one-tenth 
of the force imparted to the buyer’s mind by even a 
mediocre display. The actual goods that are to be 
purchased placed in the window reveal the character 
of the textile, the range of color, the style and the 
decorative elements of the garment, the solidity and 
strength of the cream separator or any of the other 
manifold articles of use to the farmer and small town 
dweller. 

To overcome this serious obstacle, already at- 
tacked through the use of branch stores, Montgomery 
Ward & Co. have begun establishment of a chain of 
even smaller branches, which, however, but faintly 
resemble the usual retail establishment. Several have 


Glorified 
Window Is 
Mail Order Need 
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a few lines in which the stocks are reasonably com- 
plete, but the bulk of merchandise offered is sold from 
catalogs. One of the first of these, opened at Marys- 
ville, Kansas, will serve as a pattern, and the result 
produced by this unit will largely influence the policy 
to be followed with the chain that is to be founded. 
Theodore F. Merseles, president of the company, con- 
siders this widely scattered organization as a group 
of “displays” that will justify their cost simply as 
confidence-building displays of Montgomery-Ward 
merchandise, even if they do not result directly in a 
dollar’s worth of sales. 

“These displays with one of our own trained men 
in charge and a local man as assistant,” Mr. Merseles 
says, “will be a constant check on our buyers. They 
will report what kind of goods our customers want, 
what the local stores are selling, how our prices com- 
pare, and the hundred other details which tell how 
good our buying department has been. They will tell 
us why certain merchandise does not move, and we 
can correct it. They will tell us if our price is too 
high, and we can investigate to see if we cannot buy 
more economically from other sources. 

“Through that personal contact we are going to 
make more friends every day, because they will be 
able to see the quality of the goods we offer at such 
low prices and know that our catalogue does not 
exaggerate.” 

In this experiment is an acknowledgment of the 
requirement for actually showing merchandise as a 
prelude to selling. The ancient maxim against buying 
“a pig in a poke” is as faithfully followed today as 
in the past, and the conservative farm population, 
despite the large volume which it gives to mail order 
houses, has never forgotten this cautious policy. 
Montgomery-Ward executives, shrewdly appraising 
display values at their proper worth, are endeavoring 
to escape the high cost of creating confidence at long 
distance by carrying a means of visualization directly 
to their patrons. If they succed in this they will have 
laid the foundation for a new form of retailing, a plan 
of merchandising in which sales are made from sam- 
ples rather than from stocks. 

It should gratify every displayman to realize that 
this great organization so fully accepts the importance 
of his craft and its position in the mercantile world. 





“All over the world there is distinct 
activity in the display association 
movement,’ says Richard Harman, 
editor of “Display,” in the July issue 
of this British publication. “We hear of the founda- 
tion of the: Australian Display Association. South 
African displaymen have been endeavoring to get 
together for some time, but, of course, the great dis- 
tance between towns is a hindrance. 


Association 
Move Grows 
World-Wide 


“In Germany the display association has revived, 
and is exceedingly strong under the title of “Bund der 
Schaufensterdekorateure Deutschlands E. V.’ Italy 
has not only the ‘Fascisti’ but also the ‘Vitrinisti,’ 
which we understand as the window dressers’ associa- 
tion. 

‘As was reported in our last number, the American 
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Association is very strongly placed in every way, in- 
cluding finance. 

“The association movement has not missed our 
own country, and, indeed, we find here a bigger desire 
on the part of displaymen to get together than ever 
there was. This is only to be expected when it is 
Considered how much window display has recently 
developed. 

“It should be unnecessary to go to any length to 
point out the objects of a display association. Its 
purposes are obvious to all. An association enables 
the members of the display profession to come to- 
gether to exchange thoughts, ideas and experiences, 
so that mutual profit will be the result. Each display- 
man is constantly seeking new ideas and fresh 
methods, and he must have some properly organized 
and conducted medium for this purpose. No display- 
man can live and work unto himself. His inspirations 
must be affected by outside influences, otherwise his 
art will be curbed and stunted. Displaymen are very 
much dependent upon one another for the develop- 
ment of the art. Each is contributing something to- 
wards a common pool of ideas which is open for all 
to draw upon.” 

Speeding up of. organization “across the pond” 
should inspire American displaymen with a great de- 
sire to retain the superiority which lengthier associa- 
tion has rendered possible. All the advantages of 
their pioneering are at the disposal of the newcomers, 
however, and, with equal ease, they may avoid the 
pitfalls. It behooves the cocksure Yankee to look 
well to his laurels. 


Market Weeks 
a Tribute of 
Wholesalers 





“What is sauce for the goose is 
sauce for the gander,” and if display 
brings profits to the retailers it is 
destined to yield as pleasing a har- 
vest to the wholesalers. At least this is the conclusion 
to be drawn from the unanimity with which the whole- 
sale merchants have joined in staging the “Fall Mar- 
ket Weeks” which are now being reported from all 
sections of the states. 

Each season sees the advents of new modes, colors 
and designs and the entry of new ideas in apparel and 
the staple necessities. The retailer, buying more care- 
fully than ever before, facing the problem of shorter 
style periods, must know definitely that his stocks rep- 
resent all that is newest and most desirable, and de- 
mands the opportunity to inspect proffered wares. To 
him, the inauguration of the “Fall Markets” and “Fall 
Style Shows” comes as a friendly effort toward solu- 
tion of his problem, brings him into the market at a 
time when stocks are fresh, and choice is ample, and 
enables him to see the goods in actual use. 

For the moment the model obtains excessive im- 
portance, assuming on the runways and the stages of 
these shows the character of the wax mannikin and 
imparting to the wares’ presentation a sparkle and 
glamor that no still figure could present. Plate glass 
and the usual paraphernalia of the window are absent ; 
the audience is not a fleeting inattentive group, tem- 
porarily halted. The forms of retail display are trans- 
lated to a real stage and the passerby is converted into 
a deeply interested critic. 
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Left, “Little Miss Muffet” and “The Spider”; Right, a View of the Barges Descending the River 


Venetian Carnival Staged at Beatrice 


Nebraska City Marks Opening of Fall Season With Annual River 
Procession in Which a Gaudy Fleet of Barges Participates 


By EARL P. KLEPPINGER 
Klepp’s Display Service, Beatrice, Nebraska 


OATING regattas are common in river 
towns, but the only water pageant of note 
that has achieved permanence is the annual 
Venetian Carnival staged in Beatrice. 
With the advent of Autumn the merchants 

of this alert Nebraska city turn toward this unique ex- 

pression of civic pride and open their Fall sales cam- 
paign with its stately barge procession. 





Proximity to Blue River renders this practical and 
diverting, giving the celebration a picturesqueness which 
rarely envelops a commercial fete. Business men 
finance the carnival, teams drawn from the same types 
of enterprises listing and soliciting all of their compe- 
tition. Thus the entire business and industrial popula- 
tion is swept by untiring solicitors. 


Four years ago twenty galvanized tanks were built 
to be used as barges upon which the superstructure of 
the floats is raised. On this foundation it is possible 
to construct virtually any design of float up to two tons 
in weight. The variety of these has been diffuse, and 
the constantly advancing beauty and symmetry of these 
interesting craft have called into play the creative genius 
of the city’s displaymen and artists in constantly in- 
creasing measure. 


The King and Queen of the Carnival are its central 
figures, and the celebration revolves about them. Both 
are chosen a week before the pageant, and, following 
their selection, the city spares no pains in paying hom- 
age to the new sovereigns. Windows this year burst 
forth in a deluge of purple and gold, the royal colors, 
and displaymen did not hesitate to use these hues in 
their show; card composition. Every street was bright 
with the brilliant pennants and streamers. 

On the night of the coronation 35,000 people were 
assembled on the banks of the river to witness the 
‘royal procession.” Between 1,200 and 1,500 lights lit 
up the water, while automobile spotlights, fed by storage 


batteries, were posted at appropriate spots to supple- 
ment their glow. 


The 1926 pageant was replete with novelties. A 
Dutch windmill with wheels revolving was conspicuous. 
There were covered with sheeting and electrically lighted. 
Aboard was a little Dutch girl driving white geese, and 
an old Dutch fisherman. A mammoth float, eighteen 
feet high and thirty-one feet long, a replica of a pirate 
galleon, was manned by a swarthy buccaneer crew, 
whose gaudy and rakish costumes made their entry a 
feature of the parade. 


“Little Miss Muffet,” celebrated in nursery rhymes, 
came from retirement to watch a spider in an artfully 
woven “spider web,” which was the feature of another 
float. “The Queen of Hearts’ and “When Winter 
Comes” were among the other outstanding creations 
which gave glamor to the night. 


Entries totaled twenty-five canoes and barges, and 
all would have been deemed worthy of recognition in a 
competitive parade. The designers and contractors for 
the “Carnival” were Stanley Bullard, Homer Grimes 
and the writer. Grimes, like myself, is a Beatrice dis- 
playman. 





A DEVICE THAT KEEPS ADVERTISING FRESH 


“Want to give your dealers several displays a year at the 
cost of one display?” asks Francis D. Gonda, vice-president 
of the Einson-Freeman Co., New York, in a letter to manu- 
facturers. “Here is a device that keeps dealer and consumer 
strikingly reminded of your product a number of times in- 
stead of just once a year. It gains the same advantages of 
repetition in your window as your advertising in magazines 
and newspapers.” 

This, he makes plain, is accomplished through the use of 
the Gregg refillable collapsible frame, which is a permanent 
hardwood holder as rigid as cardboard and which may be 
used over and over again. It is adjustable to several sizes 
and collapses compactly, reducing to such proportions that 
it can be easily mailed in an ordinary mailing tube. 
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S lessons in Window D ting 
A Complete Illustrated Instruction Book, FREE 
<seP for your copy of this valu- |B pownapeauen CREPE, the per- 
able 24-page book. It contains fect material for decorating, 
a great deal of useful information aS Some Lessons fal is inexpensive, easily handled, and 
about window decorating, and spe- en ) ue Lint adaptable for every display pur- 
cific instructions for the use of crepe (OY ndow y Qe (] pose. It comes in 47 gorgeous 
paper in window display. It shows ‘ colors and shades, and is available 
how to make tubes, rosettes, nets, 2 at department stores, stationers 
fringes and other decorations. The ‘ and at many drugstores. Dennison’s 
instructions are all clear and def- 0) Decorated Crepe Paper, sold by the 
inite, and fully illustrated. Sugges- 6) same dealers, comes in 72 beauti- 
tions for 15 different kinds of win- ‘ ful designs, including many sea- 
dows, and some hints as to sea- x sonal and special holiday patterns. 
sonal and conventional color “ -=-CLEP THEE Coupon... 
combinations are also included. : 
DENNISON’S Window Display Service 4 
This useful book will be sent Dept. K-41, Framingham, Mass. 
you, free, on request. You will Z ; 
also receive copies of Dennison’s ' yoncer-insanin ri ee manent ~—— 
a - 5 , dow Decorating” and the window Dis 
Window Display Bulletin, pub- + ghee Badtetin, beth fee. 
lished several times during the ' 
year and containing designs and iia 
directions for windows appropriate iieemeamennn : 
to the season. ei ey Soe a ema APPropriate colors fog P Pam gee on hee ne rere eee 
Send the coupon Now for this THE BLUEBIRD 
helpful free service. i iti ce co : 
; me. ' (Or send your label) 
t 
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Fixtures ie Breer Gs 


“Let 
your 
display 
windows 
be 
KLEE 
Fixed 










that make 





a difference 


KLEE 
Display 
Fixture Co., 


Inc. 


172 Atlantic Ave., 
Rochester, N. Y. 

















WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE Satisfactory to You. 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 
































PROPER BACKGROUNDS 


“Create Better Merchandising” 


Write for 
Samples NOW! 


ECURE these results with the 
choicest fabrics on the market 
made at our own mills. We are con- 
tinually creating lustrous, new, nov- 
elty display materials that insure 
your having fascinating windows. 


MAHARAM TEXTILE CO., Inc. 


107 WEST 48TH ST. 


NEW YORK CITY 


N. B.—Display Fixture Houses Desiring a Side Line, Write for Plan 
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Windows for a Community Campaign 


When Niagara Falls Merchants Initiated Joint Sales Drive They 
Found Poster Space in Displays a Valuable Asset 


3y A. H. KLOCKE 


Secretary, Retail Merchants’ Association, Niagara Falls, N. Y. 


T is not always necessary to build public 
interest in the store window upon the 
goods that are shown, and in some in- 
stances the overshadowing of the merchan- 
dise contents is a valuable means of dimin- 

ishing display monotony. But window display space is 
too valuable to be overlooked when merchants desire to 
influence their potential patrons, and particularly when 
they begin a cooperative campaign to better business. 


It is space that couldn’t be purchased at any price; 
it has the advantage of position upon the most traveled 
streets, and is constantly before the busy passers. It 
was necessarily one of the first publicity mediums con- 
sidered when the Retail Merchants’ Association of 
Niagara Falls launched their June Suburban Sale, 
covering two days and based upon the cooperation of 
175 stores. 

To bring home to Niagara Falls folk the united 
spirit of the retailers and to make the gigantic propor- 
tions of the event evident, cards were prepared and 
placed in the windows of every merchant participating. 
The copy used was: 





2 
N WeASGEACRSAY PALIN 'S 
MERCHANTS 
WELCOME 
TO THE BIG 


SUBURBAN SALE 





WEDNESDAY AND THURSDAY 











The posters proved their value quickly. They gen- 
erated the idea of a big civic celebration and prepared 
our people for the parades and tours which were to 
follow. With the advertising which was used in Niagara 
Falls papers they served as the heralds of the crowning 
events of the drive, the final incidents in a business- 
promotion venture which reached its climax in the blare 
of bands and the spectacular features of a night parade. 

The purpose of the whole enterprise was primarily one of 
the display of good fellowship and cooperative spirit among 
Falls business men. The participants freely commented upon 
the excellent feeling of cooperation manifested and the mer- 
chandising results obtained. The affair was a follow-up on the 
watchword, “Trade in Niagara Falls,” adopted at the annual 
banquet of the Association, held in March. 

Included among the 175 firms enrolled in the Suburban Sale 
and Fellowship Campaign were the following: 

Auto dealers, tires and accessories, garages, service stations, 
bakeries, banks, building trades, tobacconists, confectioners, 
ice cream companies, cleaners and dyers, men’s clothing, 
Women’s clothing, credit clothiers, department stores, dry 
goods, specialty stores, druggists, electrical supplies, florists, 


furniture dealers, grocers and meat dealers, milliners, musical 
stores, radio dealers, office supplies, stationery, photographers, 
printers, restaurants and shoe dealers. 

The County Caravan Tour represented a fifty-mile itinerary 
as an indication of welcome from local merchants to residents 
of the county. Stops were made in the principal centers, the 
merchants conversing with the townspeople and talking over 
the approaching sale. 

The trip was a very enjoyable one, taking the men away 
from store routine and creating a feeling of better mutual 
understanding. The parade announced its approach with 
novelty noise makers, electric horns, sirens, whistles and am- 
plifiers. The parade through the city the following night 
ushering in the sale of the next two days was accompanied by 
the entire squadron of city motorcycle police and a band. The 
route of the local parade was about ten miles. Every car was 
decorated with two banners announcing the sale and carrying 
the name of the individual business house. 

For several days preceding the sale the Niagara Falls Ga- 
zette carried a full-page cooperative ad announcing the sale 
and listing all the participants. Special copies of this page ad 
were struck off and distributed to the participants. Similar 
posters were distributed throughout the county, and flags were 
displayed by all the merchants before and during the two-day 
sale. 

The edition of the Gazette preceding the sale embodied 
store-wide specials of the individual participating firms. Five 
thousand extra copies of this edition were mailed to various 
residents of the county over and above the regular Gazette 
coverage, which is very high through the Niagara trading 
territory. : 

Members of the Association considered the enterprise a 
good educational stunt, one of the best ways of telling the 
people of Niagara County the decided advantages of trading 
in Niagara Falls. Very favorable comments have reached us 
from various cities. The campaign represented our first ges- 
ture in the direction of reaching out in a united way for a 
greater patronage from our vicinity trading territory, and has 
created a feeling for better and closer organization. We con- 
sider the results profitable for Niagara Falls, locally and 
nationally. 





BRAZILIAN TOBACCO HOUSE FAVORS DISPLAY 


The need for effective publicity for their numerous brands 
of cigars and cigarettes has become so apparent to the 
Compania Grande Manufactura, De Fumos-Veado, of Rio 
De Janiero, Brazil, that they have begun to estimate the 
possibilities of systematic displays for their dealers. One 
of their first steps was to consult the Service Bureau of The 
DISPLAY WORLD. 

Brightness and attractiveness in cartons is as much a 
feature of South American manufacture as in the northern 
continent, and it is revealed in the handsome containers 
which the Compania Grande uses. Packing in holders 
printed in Portuguese and in English, this cigar house ap- 
peals to its patrons with as pleasing a collection of mer- 
chandising devices as any of its Yankee contemporaries. 

The pioneer stage in which national advertising display 
now rests in Brazil makes it difficult for dealers to receive 
the service which manufacturers find productive here, but 
with faithful adherence to the methods which have been 
worked out in the states it is reasonable to assume that the 
Compania Grande can assure itself the outlet and the domi- 
nance that its intelligent effort merits. 
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The Blight in Stone Backgrounds 


(Continued from page 20) 

ful setting of yesterday, the present vogue swinging to 
the extreme of simplicity. I entertain the belief that 
soon the pendulum will swing back to a more neutral 
standard, and that we will see a modification of the 
present style into a more harmonious blending of other 
elements with the stone, producing a far more idealistic 
environment for all merchandise. 

To criticise without offering a remedy, or to diag- 
nose without presenting helpful advice, would be both 
unwise and useless, as well as a waste of time. For this 
reason it is necessary to point out that many aggressive 
windowmen are getting most desirable effects and re- 
sults by the use of a vast assortment of plaques, panels, 
screens, grills, cut-outs and draperies, and, by judicious 
use of these accessories, are greatly lessening the cold- 
ness and the repulsiveness of the window’s atmosphere, 
while blending background and merchandise into har- 
monious relationship. 

In the future more consideration will be given con- 
struction of such settings, looking to the possibility of 
assisting decorative agents in conjunction with the per- 
manent setting of stone. I have had the boldness to 
make a rough sketch of a background combining velour 
hangings with a pilaster and panel arrangement tending 
to overcome some of the objectionable features men- 
tioned. It may be a poor effort, but it will suggest new 
and better ideas, and helpful suggestions from other 
members of the profession 


Why Not Make Use of Your Lamps? 


They Can be Substituted for Torcheres With Almost 
All Forms of Displays—and They Sell 


HAT light is one of the most forceful agencies for 
arresting attention is a conceded fact, given full 
credence through the variety of fashions in which 
it is used by windowmen generally. Torcheres, 

candelabra, floor and ceiling lights, are types of the devices 
which are relied upon, and with proper confidence. However, 
it seems to have been forgotten that the brilliancy which these 
accessories yield is enjoyed as much and coveted to as large 
an extent as the goods featured. 

A characteristic of the modern home is the volume of 
its lighting. The floor lamp is all but universal, and it has 
strong competition in the smaller shaded types, ranging from 
the library lamp and table candle sticks to the tiny boudoir 
lamp. The buying public is keenly interested in illumina- 
tion, and it behooves the window man to follow up this 
tendency and to capitalize the light values of his displays 
accordingly. 

Why not use more stock lamps in your displays? There 
are abounding opportunities for such employment. Hard- 
ware, men’s clothing, shoes, electrical appliances and furs 
are alike susceptible to this treatment, and the result is not 
only increased sales of the featured merchandise, but also 
of the lamps. There is no harm in using a small price card 
to prompt inquiries, and there will be a surprising number 
of them. The floorman nearest the entrance adjacent to the 
window should be able to promptly send these buyers to the 
proper department, or clerks near the door should be ac- 
quainted with prices so that the sale can be made from the 
window if absolutely essential. 

Retailers who have experimented with this plan are au- 
thorities for the statement that this innovation will produce 
in lamp sales the equivalent of one salesman’s volume. This 
is no mean achievement for the “trimmer” and gives him 
another means of impressing his employer with the value 
of his efforts and the importance of his profession. 
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FOR MERCHANTS — DISPLAYMEN ~— ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 


ested. 


blank, write a separate letter. 


If you do not find your needs listed on this 


If we do not have 


the information you want on file, we’ll find out for 


you. 


facilities without cost or obligation. 


Avail yourself of our incomparable service 


This service in- 


cludes an analysis of any display problem. 


1] Air Brushes 

(J Animated Signs 

(0 Art Prints and 
Reproductions 

1) Artificial Flowers 

L] Artificial Snow 

[] Art Screens 

[1] Art Studies 

(] Backgrounds 

CL] Background Coverings 

Books on Cardwriting 

Books on Display 

Books on Draping 

Booths and Floats 

Brushes and Pens 

Cabinets—Revolving 

Card & Mat Board 

Cardwriters’ Materials 

Cash Carriers 

Chairs and Seats 

Color Lighting 

Counters and Shelving 

Crepe Papers 

Decorative Papers 

(1) Decalcomania 

() Display Furniture 

(] Display Forms 

L] Display Racks 

() Dividers—Show 
Window 

(J Drawings and 
Paintings 

(1 Drawing Boards 

C] Exhibit Displays 

(] Fabrics and Trimmings 

L] Fixtures 

(J Flags and Banners 

(] Hammers—Window 

(] Lamp Coloring 

1) Lighting—Equipment 

LJ Lithographed Displays 

(] Natural Foliage 

L) Pageants and Exhibits 


OOO0OOO00000000 


() Plaques (Window) 
(] Papier Mache 
Specialties 
[J] Plastic and Composi- 
tion Pieces 

(] Plushes and Velours 

Price Cards—Tickets 

Price Ticket Holders 

Reflector. 

Revolving Display 
Tables 

Screens (Background) 

|] Socks—Window 

Show Cards 

_] Show Card Schools 

Show Card Service 

Show Card Supplies 

Show Cases 

[} Show Case Lighting 

Signs—Card Holders 

Signs—Brass and 
Bronze 

Signs—Electric 

Signs—Wood Letter 

Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 


[] Valances 

[] Wall Board 

[] Wax Forms—Figures 

[] Wickerware 
Specialties 

[] Window Displays 

C] Window Display 
Service 

_] Window Drapes 

L) Window Lighting 

[] Window Shades 

‘] Window Trimming 
Schools 

CL) Wood Carvings 
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(] Do You Wish a Copy of Their Catalog? 
_] Do You Plan to Remodel Your Store Soon? 
(] Do You Plan to Build a Store Soon? 


Name of Firm_____-------- 
Name of Display Manager 
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CINCINNATI, OHIO 
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Please Don’t Scare Em Any More 


Terrible Tales of Waste in Use of Display Material Causing 
Advertisers Anguish—Just Biting a.“Cracked” Lip 


By EVERETT C. WHITMYRE 
Karle Lithographic Co., Utica, N.Y. 


HIS is an appeal to you, Mr. Editor. Will 
you please write to all the well-meaning 
gentlemen who pen articles for your 
helpful publication’ and tell them to lay 
off dwelling on so much about the waste 

in dealer advertising material? Honest and truly, 
you've got a lot of advertising and sales managers 
scared to pieces about this waste idea stuff. Some of 
these highly imaginative advertising chaps visualize 
the average dealer walking on a pair of stilts to get 
through disordered piles of window displays, book- 
lets, hangers and window cards in order to reach his 
vinegar barrel in the front of the cellar. Other pic- 
tures formed in advertising managers’ minds about 
where their dealer helps land are too horrible to de- 
scribe here. 

So please, Mr. Editor, for the sake of a hard- 
working lithographic salesman with a wife and eight 
children to support, will you lay off that waste stuff 
—anyhow, for a couple of issues? 

ut putting all jokes aside—it’s high time to look 
at the question of waste of dealer helps in a sensible 
light and not let these agency chaps, who want 99 
per cent of the appropriation to go into magazines of 
national circulation, get away with murder. 

There’s not anywhere near the waste in the dis- 
tribution of dealer helps as there is in circulation for 
most advertisers. Certainly you find dealer helps 
piled up in some cellars just as you find newspapers 
blowing around the streets undelivered and unread— 
and just as you find magazines in the cellar with the 
wrappers in place. No phase of advertising can meas- 
ure up anywhere near 100 per cent in so far as its 
usefulness is concerned. 

All you do when you keep biting a cracked lip is 
to make it crack still more, and if you keep on cry- 
ing “waste” long enough you'll have everybody be- 
lieving that its really so and the result is obvious. 
Let’s talk more about paying enough for dealer ad- 
vertising material to get something that dealers will 
be proud to use on their counters or in their windows. 

Buying a window display, wall hanger, counter 
display, or any other piece of dealer advertising be- 
cause its cheap is just as foolish as it would be for 
General Motors to advertise the Cadillac in a cheap 
mail order journal. The result in both instances is nil. 

Dealers will use advertising helps which look as 
if the advertiser had really set out to help them sell 
merchandise. Tricky stuff isn’t essential, nor is it 
ever as resultful as a display that even the boy who 
works in the store after school can learn at a glance 
to set up. Honestly, I’ve seen dealers wrestle with 
tricky counter display containers until they had the 
container in ribbons, and what a pretty picture it was 


to look at -when they finally managed to “get the 
hang of it.” 

My one-time boss, E. St. Elmo Lewis, used to 
say: “The way to be sure of making a hit with an 
audience is to pick out the dumbest-looking man and 
talk to him.” And so it should be with dealer helps. 
They ought to be designed so that the dumbest dealer 
knows how to use them—that even Mrs. Maskalow- 
kovitz gets your idea at a glance. 

Simplicity should be the keynote. If you keep the 
“dumbest man in the audience” in mind in designing 
your store display advertising material, you will do 
much to eliminate the so-called “waste” in this form 
of advertising. ; 

Anyhow, let’s soft pedal the waste angle and give 
our wholehearted thought and energy to the produc- 
tion of material that measures up to higher standards 
of creative and production ability. Thus the “waste” 
will be automatically reduced. 

Thanks, Mr. Editor—now I feel better. And please 
remember not to take too seriously these research 
chaps from advertising agencies who have the time 
to go poking around in deserted cellars looking for 
1916 dealer help material. 





Service Men Win—Salesmen Fail 


Donnelly Men Get Dealer Distribution for Client in 
Shop That Repulses His Own Stuff 


HE last three months have been busy ones for the 

window display department of the Reuben H. 
Donnelley Corporation, Philadelphia, several thou- 

sand displays having been placed for national 
advertisers and manufacturers taking advantage of the ses- 
quicentennial crowds which have been increasing day by day. 

Fifteen men have been kept steadily at work in southern 
New Jersey, Delaware and eastern Pennsylvania, much ac- 
tivity centering around Atlantic City, and it is apparent that 
September, October and November will witness practically as 
much interest. Advertisers are learning that Donnelley-in- 
stalled displays certainly “make the passer buy.” 

One particular display which the department has been 
putting in for a manufacturer who had but 1 per cent dis- 
tribution in Philadelphia increased his distribution almost 
90 per cent before the department had completed their in- 
stallations. The beautiful display, the nice trim used, the 
Dennison paper employed exclusively, and the selling talk 
which the Donnelley men gave the druggists, together with 
small quantities of free goods, blended nicely. 

In this campaign the manufacturer's representative was 
astonished to learn that the window crews seemed to be 
more successful in “selling” the dealer than men sent out 
expressly for this purpose by the manufacturer. This was 
an interesting development for him, but, as a matter of fact, 
the window service man can always make more headway in 
“stocking” the dealer than the sales repreesntative, because 
HE KNOWS THE DEALER MUCH BETTER; he sees 
the merchant very often, while the salesman, hired for the 
moment, is unknown and has no influence. 
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Remington Contest Set for October 


“Sportsmen's Week” Displays to Compete for Prizes 
Offered by Celebrated Arms Co. 


PENING of “Sportsmen’s Week,” October 11, will 
mark the beginning of a six-day period of hectic 
competition between hardware and sporting goods 
dealers for the prizes offered in the Remington 

Arms Co. window display contest. Cash prizes amounting 
to $5,000 have been offered, to be split among displaymen 
covering three types of towns. 

The first group consists of towns with a population of 
3,000 or less, the second those with 3,001 to 6,000 population, 
and third, all towns with more than 6,000 population. 

Best windows in each group will be awarded $100, the 
two next best $75 each, and three runners-up will receive 
$50. The next six in order will qualify for $25 prizes. 

Each contestant must furnish a photograph of his window 
display on or before November 6 to Department A of the 
Remington Arms Co., 25 Broadway, New York. It is recom- 
mended that glossy prints or enlargements 5 by 7 inches and 
8 by 10 inches be used. Each photograph must have the 
name and address of the dealer and the population of his 
town printed or written clearly on the back. It is suggested 
also that ink be used in writing the information as pencil 
notations are apt to rub-off. 

The judges will begin considering the photographs about 
November 7, and the winners should be announced about 
December 1. The men who will inspect these photographs 
of excellent windows are Lew S. Soule, of the Hardware Age; 
J. G. Taylor Spink, of Sporting Goods Dealer, and Rivers 
Peterson, of the Hardware Retailer, every one an expert in 
this particular line. It is part of their business. These men 
will judge the photographs solely on the basis of the win- 
dow displays’ merchandising values—points covering orig- 
inality, trade-pulling power and general attractiveness, re- 
gardless of whether the dealer considers the photograph of 
his window good or bad, regardless of the size of the win- 
dow in which the display is made. 





Best Contest We Have Ever Staged 


Such is Comment of Officials on Twinplex Stropper 
Campaign Nearing Completion 


ALES plans in which contests were used as heavy 
artillery in stimulating buying were tested during 
the summer by the Twinplex Stropper Co., St. 
Louis. In its operation the plans were double- 

edged swords slashing into the interest of “large and little 
shavers” with a tender of prize money for naming a cartoon 
that was used in all of the company’s advertising meanwhile 
and in dealers’ windows. 

“Name him and win a big cash prize” was the urge behind 
the advertising matter which’ was used, and the manner in 
which the “copy” was prepared was designed to influence 
every fellow who ever attempted to sharpen a used blade. 

This fertilized the field for “Twinplex” dealers, but to 
insure their interest and a followup that would accord with 
the opportunity, a special contest for window displays was 
launched. In this, $1,150 was distributed among two classes 
of contestants. Cities below 10,000 were lumped together and 
all those with larger populations were united in the second 
group. To provide for genuine “tie-up” it was stipulated that 
no entry could be accepted unless the cartoon used in the 
national advertising was displayed. This as well as other 
necessary window material was furnished by the company. 


Advertising Manager Tom Lark asserts that the window 
contest is the best that they have ever staged and that 
scores of photos of entries have poured into the home office. 
Results have been so good from a sales angle that dozens 
of stroppers have passed over the counters of dealers during 
the maintenance of their displays, and at top price, too. 
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Here’s all you want to know about 


Color Harmony 


in 


Window Decoration 


BOSE SEE SEIS EI EIS EI EI EIN 


BRINGING colors together in absolute 
harmony is one of the highest refinements 
of the decorating art. How do you com- 
bine colors? Do you guess or do you 
know? There is a rule as exact and 
unvarying as mathematics, and this rule 
has been reduced to a chart. With the 
chart before you, you cannot make an 
error. Our new booklet, “Color Har- 
mony with Reed’s Crepe Papers,” con- 
tains this remarkable color harmony 
chart. It is one of the most valuable 
things a window decorator can own. This 
book cost us $10,000 to produce. You 
can have a copy of it for 10 cents. 

With it we will send free another book- 
let: “Window Trimming Made Easy.” 
A hand-book for window decorators. 
Chock-full of ideas and suggestions and 
showing among other things how to make 
tubes, pom-poms, valances, edges, rosettes 
and crushed crepe fringe. 

Send 10 cents with coupon today. And 
be sure to get Reed’s Crepe Papers for 
your next window trim. You'll marvel 
at their greater beauty, richness, bril- 
liancy. They come in 40 of the most 
remarkable colors you ever saw. 


x 
REED'SA 
Crepe,Papers 

nS Crepe Paper Favors K 
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C. A. REED CO., Williamsport, Pa. 


Please send me your booklets. 10 cents enclosed. 
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Lending Appeal to Juvenile Displays 


Backgrounds That Play on Sentiment Are Powerful Aids to 
Showings of Goods Designed for Infants 


By J. WALTER JOHNSON 


Display Manager and Art Director, Powers Furniture Co., Portland, Ore. 





HE juvenile department in the average fur- 
niture store of today is an important sec- 
tion of that institution, and the one get- 
ting sufficient advertising is the one that 
is making good. It requires the proper 

kind of advertising to “put over” a juvenile section, 
and a good window display is one form of advertising 
that will help do it. To create a good window display 
the first essential is the proper kind of background 
and floor. To attract attention the setting should be 
one with a human appeal. For a baby carriage dis- 
play the stork is always good and there are many 
ways in which they can be used. Have a number of 
them painted on wallboard and with proper care they 
will last indefinitely. When not in use in the windows, 
use in the department for special settings. 

Our background sketch is one that can be easily 


reproduced, as it is made up of wall board principally, 
with the exception of the scenic panel, which is done 
in water or oil colors on unbleached sheeting. This 
should be hung six or eight inches back from the 
panels to allow for placing light reflectors at the base 
and back of the steps. 

Adaptation will enable the alert display director 
for other types of business to utilize this idea effec- 
tively in boosting his own wares. Thé«ntroduction 
of the sentimental appeal bound up with the tradi- 
ticnal symbol of budding life creates a gripping set- 
tin. It can not be thrust into.an appropriate group- 
ing without disastrous results, but in showings of 
gifts and infants’ clothes it is distinctly effective. 

Application of this idea exemplifies the easy man- 
ner in which goods may be linked up with sentiment 
and class appeal. 

































































mo = 


== Showing the latest models 
: BaBy CARRIAGES = 











| 


i 
| 


Nh 








Inclusion of the Sage Old Stork in Mr. Johnson’s Setting Gives It a Delicacy and Emotionalism That Grips the Passer 
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“Everything looks good down here for the coming sea- 
son,’ says W. L. Huntsman, of the Huntsman Display Serv- 
ice, Fort Worth, Texas. “My work is picking up in fine 
shape.” The Huntsman Service has just added “Mennen’s,” 
“Houbigants” and “McCoys” to its clientele. 





An indication of the range of service which the modern 
display service provides is seen in a paragraph of a form 
letter used by George H. Boyle, of the National Advertising 
Service 45 Winslow Street, Boston. 

“Have you ever considered the value of a complete adver- 
tising service?” Mr. Boyle asks. “We have such a service; 
one which includes the efficient installation of window dis- 
plays, sign posting, sign tacking and house-to-house dis- 
tributing of all kinds of advertising matter and sampling. In 
conjunction with our service we have a modern and thor- 
oughly equipped plant for designing and painting all kinds 
of advertising signs on metal, glass, cloth card and paper.” 


A new store and display fixture house is contemplated for 
Knoxville, Tenn., where J. H. Clack, for many years identi- 
fied with the display field, proposes to open an office and 
sales room. 


V. H. Allm, V. H. Allm Sign Company, Junction City, 
Kansas, has located at Abilene, Kansas, under the name of 
V. H. Allm Advertising System. 


R. V. Wayne, president and manager, Detroit Window 
Display Service, Detroit, Mich., reports business up to the 
usual margin—being swamped with all they can handle. 


Kenneth F. Hatfield, who is engaged in display service 
work in Calais, Maine, has just moved into a new studio 
at 13 North Street. He reports business as being brisk and 
having all the work he can possibly handle. 





Maurice I. Solomon, formerly display manager for G. R. 
Kinney Company, Inc., is now connected with the Klee Dis- 
play Fixture Co., Inc., of Rochester, N. Y., and will be sta- 
tioned in New York City. Mr. Solomon will be remembered 
as the first free lance displayman of New York City and has 
done much to further the interests of display work. 


Earl P. Kleppinger, connected with the Mercer B. Walker 
Store, of Beatrice, Neb., has organized a display service 
which is called Klepp’s Display Service, and is doing display 
and card work for several firms in Beatrice and vicinity. 
Mr. Kleppinger is an associate member of the Window Dis- 
play Installation Bureau and expects to start work on several 
national displays in the very near future. 


C. A. Calkins, formerly of the Calkins Studios, Chicago, 
has opened a studio at 935 South Broadway, Western Cos- 
tume Building, Los Angeles, Cal., handling artificial flowers, 
backgrounds, drapers, etc., and is serving the public on a 
rental basis as well as making outright sales. 

Absorption of the Apex and Allen display service bureaus 
made it necessary for the Windo-Craft Display Service, 
Buffalo, N. Y., to seek larger workshops. This organiza- 
tion, which covers western New York, is now located at 
Genesee and Washington streets, Buffalo. 


Phebe Rae Whitney, creator and designer of poster man- 
nikins and window display advertising novelties for Glemby 
hair nets, model brassieres, Mallinson silks, and many other 
noted national advertisers, recently opened a new salesroom- 
studio at 34 East Twenty-second Street, New York City. In 
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the new location, a special department has been opened to 
supply unique specialties for merchants and retail stores. 





Besides a number of excellent specimens of silk process 
stencil displays suited for national advertisers shown at the 
booth of N. Glantz, show card supply house of New York, 
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Attractive Trim Placed by Acme Service, New York City 


the International cutawl machine was displayed by Wen- 
wood, their New York representative, and the Kosai Studios 
showed their marvelous metallics for window display at the 
recent eighth annual convention of the Associated Sign Crafts 
of North America. Tork Company’s famous time switches 
for window lighting control, Pantasote Company’s products 
for raised letter displays, and Spanjer Bros.’ new electric 
revolving table were other features exhibited. 


A new display service organization will be launched in 
Cape Girardeau, Mo., if plans which G. W. Steck is perfect- 
ing are completed. Mr. Steck is a mercantile displayman 
and will link up national advertising with his local work. 


From Montreal, Canada, comes the news that Adolphe 
Bouvier, who has built up a reputation as a drug display- 
man, is opening a service and will write show cards and 
build backgrounds as well as install displays. He has fifteen 
years’ experience as a windowman, and has taken courses 
in two trade schools. 


The Queen City Display Service Co., Cincinnati, is 
handling national and local displays in southern Ohio and 
northern Kentucky, and has its shop jammed with work. Sec- 
retary W. A. Dinger reports that increased volume will 
compel the service to remove from present quarters at 1118 
Elm Street, where space is already too limited. George 
Huntmann, Jr., is president. 


Edward N. Smith, Pacific Coast representative for the 
Tuttle Press Co., Appleton, Wis., with offices at 735 Terminal 
Street, Los Angeles, Cal., has doubled sales for “Crinkle 
Crepe” in this territory. 





“Nothing succeeds like success” and successful installa- 
tion of a group of Coca-Cola displays brought a substantial 
form of approval to the Detroit Window Display Service, 
headed by R. V. Wayne. The Coca-Cola Co. thought so well 
of their efforts that 2,000 more display orders were turned 
over to them. 


The Plastique Advertising & Novelty Co., Los Angeles, 
has changed its name to the Modern Art Studios and has 
moved to new quarters at 4904 Central Avenue. 


(Continued on page 74) 
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A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available, 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 


Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satis ed clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 











Place Your Window Displays in 
Eastern Indiana With 


FORKNER ADVERTISING.SERVICE 
ANDERSON, IND. 


We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
Cor. Genesee and Washington Streets, Buffalo, N. Y. 


; —~ 
NEW YOoOoKK . 

NEW JERSEY—CONNECTICUT—PENNSYLVANIA 

Window displays delivered and installed for national advertisers. 


Market analysis—Surveys—Sampling, etc. 
Write for data and references. 
ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1348 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


ST. LOUIS WINDOW DISPLAY SERVICE 
L. W. JUNGER, Manager 
725 Victoria Bldg., St. Louis, Mo. 
A complete Window Display and Merchandising Service for the 
NATIONAL ADVERTISER covering St. Louis, Mo., and East 
St. Louis, Illinois, and all surrounding territory. All YKAR 
ROUND SERVICE. 
CAMPAIGNING — SIGNS — LITHOGRAPHING 











NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertise:s 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


’ Display Specialist 
907 W. Lenoir St. Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 


822 S. Weaver Avenue 
SPRINGFIELD, MO. 


A complete window display service for national 
advertisers. 


’ Associate of Window Display Installation Bureau 
ROCHESTER, MINNESOTA 


in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 











_ Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store’and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


ST. JOSEPH, MO. 
and Vicinity 
MEYER DISPLAY SERVICE 
71114 Edmond Street 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 


BROOKLYN, NEW YORK 


AND SUBURBS SURROUNDING MANHATTAN 
Window Displays Installed for National Advertisers 


Merchant’s Window Decorating System Co., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone, Buckminster 5010 J. G. Waters, Pres. 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Displays That Sell Merchandise” 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 















Manufacturers’ Window Display Service 
Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 
THOMPSON & PARMLEY 


11285 SENTOUS STREET, LOS ANGELES, CAL. 





IN PROSPEROUS FT. WORTH 
HUNTSMAN DISPLAY SERVICE 


Offers the National Advertiser a highly specialized Window. Dis- 
play Service in 60 of the best located Drug Stores in the city. 


Studio, 3704 W. 7th St., Ft. Worth, Texas 


Associate of the Window Display Installation Bureau, Inc. 


A Reliable Window Display Service for National Advertisers 


ROCHESTER, N. Y. 


Window Displays Installed, ddlened. Delivered 
igns—Show Cards—Art Posters 


LLOYD HIGBIE 
DISPLAY ADVERTISING SERVICE 


5 EDMONDS STREET ROCHESTER, N. Y. 
(Sales-Producing Displays Since 1918) 


WASHINGTON, D. C. 


Complete Window Display Service for National Advertisers, 
Guaranteed Service. “We have nothing to sell but service, the 
kind you want when you want it.” 


WASHINGTON WINDOW DISPLAY SERVICE 


1317 New York Ave, N. W. Washington, D.C. 
MAURICE KRESSIN, Gen. Mgr. 
Associate Member, Window Display Installation Bureau, Inc. 


CINCINNATI 


AND SURROUNDING TERRITORY 


An Efficient Window Display Service for Local Merchants and 
ational Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 


J. D. WILLIAMS DISPLAY SERVICE 


509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 























TEXAS and LOUISIANA 


Complete Display Service Covering 
Beaumont, Port Arthur, Orange and Lake 


For National Advertisers and Local Merchants 


Cc. E. BROWN 


WINDOW DISPLAY SERVICE 
451 Orleans St., Beaumont, Texas. P. O. Box 


Associate Member Window Display Installation Bureau, Inc. 


Charles 


944 





CHICAGO 


Chicago Window Display Installation Service 
Chicago, Il. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


Associate of Window Display Installation Bureau, Inc. 


179 N. Wells St. 





SPOKANE 


Reliable Window Dispiay Service for National Advertisers, cov- 
ering Spokane, Eastern Washington and Northern Idaho. 
National Window Display Company 


Spokane, Wash. 
Associated with Window Display Installation Bureau, Inc. 


1829 No. Division Avenue 








COOPERATING WITH NATIONAL ADVERTISING AND 


DISPLAY AGENCIES 
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This is your only means of | 
identification as a responsible 
and capable display organiza- 
Arrange for representa- 
tion beginning with the next 
Address Advertising De- 
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Finding and Filing Striking Phrases 


The Most Important Requisite of the Alert Cardwriter Aside 
from Knowledge of Layout Is Spicy Card Copy 


By WAYNE McDONALD 
Card Writer, Monnig Dry Goods Co., Fort Worth, Texas 


HOW card writing is usually interesting 
if the show card writer is given the free- 
dom of selecting his own card phrases 
and the data on the merchandise, as to 

° what it really is, its outstanding features, 
and to what type of trade to appeal. 

In my own work I enjoy these advantages. . I 
religiously study the leading style magazines so that 
I may recognize and be familiar with whatever mer- 
chandise is displayed. Knowing what type of trade we 
are appealing to, I select my card phrases. To the 
more elite, I use the “highest poweréd” card phrase I 
can select. It more or less flatters them, and, “of 
course, you know what flattery means to a woman.” 

Selecting card phrases is the most interesting fea- 
ture of our work. With a little study and practice, 
together with a slight knowledge of merchandise, it 
soon becomes easy. The most important part of a 





- 





A Soe 








show card aside from proper layout is that catchy 
little phrase. 

Unless the show card “stops them” and gets their 
attention, it fails to serve its purpose. I don’t know 
of anything that counts for more in the task of stop- 
ping them than the wording itself. 

Any card writer can, with study and application, 
in a remarkably short time greatly improve his card 
phrases. My suggestions would be to read and study 
the following magazines: Pictorial Review (both the 
magazine and the fashion plate), McCall’s Magazine 
and Fashion Plate, Women’s Wear, Style, Butterick 
Fashion Plate, and all the trade journals which can 
be found in the buyers’ and advertising offices. 

I am not the originator of all my card phrases, as 
I pick some from the above magazines. But it does 
help me in originating others and changing them 

(Continued on page 80) 
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The Job of 


Christmas Display Cards 


is to reflect the cheery Yuletide spirit to passersby, to cus- 
tomers, to everybody who comes in or near your store. And 
they never fail to pay for themselves by new friends they 
make for your establishment—friends who manifest the in- 
terest in your goods by keeping the cash register a-jingling. 





Old favorites for the new season. 


Daily’s New Color Circular ve 
is Ready Daily 


: E : 7 
It reproduces several beautiful exclusive Daily a 
designs in actual colors—so that you can 
visualize exactly how the cards themselves will TRADE MARK REGUS PAT.OFF. 
look. Write for copy today without obligation— AND 
do not delay until October or November and risk BRUSHES SUPPLIES 


disappointment. Time savers, labor savers... biggest 
values because they do the job better 
and last longer. Write for new Catalog 
No. 13 and order items as you need them. 


126 TO130 oP DAYTON, 
E.THIRD ST. r OHIO. 


he House of Partict Strake Brushes and Supplies 
































y Worth of 
OO Pro essiona \ 
\ in nformation - > 







returns 
on a 
small investment 


VERY sign painter and display card 

writer needs the Paasche Type H Air- 
brush. It will enable you to turn out your 
work faster and better—do more work at 
greater profit. Sold dn a money back guar- * 
antee. Write today for new catalog. 
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rearscery:t: 


“Contains o over 200 practical examples ” 


» i? { 
° 7 Chis hook with a dozen Speedball Pens, 58) . 
any style) A-BerC- and a bottle of Speedball Ink ; 
A 


C. Howard Hunt Pen Coz. 


1902 Diversey Parkway, Chicago | i Camdess, N J. is. A. 
Detroit, . Michigan Cleveland, O. \ : 
11-237 General Motors agi her 418 Perry Payne 
Bldg.. 534 Dey St. . Bldg. 
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Utilizing Lighter Tones in Boards 


Reversal of Policy Which Called for Dark Stocks as Backgrounds 
for Lettering Does Not Impair Card's E ffectiveness 


By FRANK DODSON 
Display Manager, Woolf Bros., Wichita, Kans. 


HIS month I have been experimenting with 

a new conception of color exploitation. 

Contrast is the usual means of accentuating 

lettering and illustration, and I have been 

for a long period committed to the use of 

dark boards as the backgrounds for brilliantly tinted 

“copy.” The set of cards which I am showing below 
~ marks a decided swing toward a different mode. 

Our efforts this month are following the season’s 



































trend, yellow, brown, and orange being the lettering 
colors, standing out boldly against darker illustrative 
fields. But the cards are no longer dark; the stock in 
this instance is primrose. 

As the illustrations prove, the force of the lettering 
has not been lowered. In reality, by resort to the 
lighter cards, the legibility of the copy has been in- 
creased, and the message is carried to the reader in a 
blatant and compelling fashion. 








In These Cards Featuring Fall Goods Mr. Dodson Used Light Boards Exclusively With Excellent Results 
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(Continued from page 22) 


arched and curved settings may be made that are a great 
relief to the eye from so many straight lines and angles 
that are apt to predominate in many window settings. 

The appearance of this insulating lumber is ideal 
from the standpoint of lighting, because its surface is 
not hard and flat, nor does it reflect light. Its color and 
texture, slightly rough to the touch, resemble nothing so 
much as monk’s cloth. There are three ways in general 
of handling the surface—it may be left untreated, deco- 
rated by stains or paints, or used as a base for the vari- 
ous plastic textures on the market. 

As an example of a permanent window setting of untreated 
celotex there is the extremely effective display of the Cable 
Piano Co., Chicago. The lumber has been sawed into blocks 
of various sizes and the edges beveled, giving the effect of 
solid stone walls. At the back is a splendidly proportioned 
archway surmounted by a mural painting on celotex. Formal 
hangings and a few well-chosen pieces of furniture supple- 
ment this background in giving an atmosphere of the dignity 
and charm appropriate to the music room. In this display 
celotex was unuusally effective because it deadens sound 
and that was a considerable advantage in a display music 
room. 

Other examples of untreated celotex are in the windows 
of the Cutler Shoe Store, Chicago,. where a panel effect is 
secured by covering the joints with mahogany stained mould- 
ing strips. The same has been done in the Palmer House 
Shoe Store, except that here the insulating lumber is 
stippled with a water color stain, giving a variated and pleas- 
ing effect. 

The decorative possibilities of this material are limited 
only by the artist’s imagination. Where rich, brilliant color- 
ing is wanted and bizarre design, the surface is first sized, 
then given a coat of gold, bronze or aluminum paint, and the 
design applied with an air brush, using japan paints. Another 
treatment that has been used most successfully is to stencil 
the design directly to the surface and then grass-cloth it 
with a paste water stain. 

Wall paper, calcimine or damask may also be used, as well 
as the various plastic textures applied according to specifica- 
tion. Swirl finishes, old English and travertine stone effects 
may be secured to harmonize with the general scheme of the 
display. 

In erecting temporary sets the ease with which the celotex 
may ba handled is an advantage. Folding screens, which the 
displayman can sometimes employ very effectively are made 
of celotex and may be lavishly or conventionally decorated 
in keeping with the tone of the window. 

Decorative motifs, mural panels and merchandise stands 
made from celotex are being used by the Loren Miller & 
Co. department store, of Chicago. On the occasion of the 
opening of their new addition a few months ago, each of the 
twenty-two display windows was decorated in this way, using 
the various summer sports as motifs. The insulating lumber 
was first glue-sized and then painted or stenciled with water 
colors. By giving these a coat of shellac, fresh designs may 
be painted right on top of the first design. Later this can be 
washed off and the original design is ready for use again. 
This means a great saving in cost of materials and labor, 
while still keeping the decorations seasonal or in keeping 
with the type of merchandise on display. 

Ail that is true of window display applies equally well, of 
course, to sets that are erected within the store for model 
kitchens, playrooms and special exhibits. For demonstration 
tooms, the practicability of celotex has been established in 
the home of the Bissell & Weisert Piano Co. Here the par- 
titions of the booths where phonograph records are demon- 
strated have been erected of. celotex in panel effect. The 
walls have been left untreated and are as attractive after four 
years’ standing as when originally put up. In addition to 
its insulating value, celotex possesses sound-deadening prop- 
erties which tend to absorb the sound within each booth. 
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Celotex As A Background Material 









Thirty Shades in 
High Quality 
Art Poster Board ° 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend for Sample Folder 
ones) Baan? 


Neto - we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sexta COMPANY 


666 W. WASHINGTON BLVD. : CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 








—— 
_— 





The F'‘ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 




















NAPALI 4 
: . Odd Shapes, Combination 
Price Tickets of Colors. Original Designs 
17 years in business. New styles added constantly 
For Shoes, Hats and Millinery noth- 


Samples Free ing to equal. None above 3 by 4 in. 
B. Stauffer, 631 N. Larchmont Blvd. Los Angeles,Cal 
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Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 














“SOL” FABRIC 
Unrivaled Beauty and Great Durability 
Make it the Favorite Display Fabric 


S. M. HEXTER & COMPANY 


Sole Owners 
CLEVELAND, OHIO 

















New York Office: 1140 Broadway 
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Dn SALES 
DOU eT NECTRICTURN TABLES 


DisPLAY «x» SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write Today. 


9, Over 5.00 ELECTRIC WINDOW SALESMAN CO.“ Serman™ 














os Before Ordering a Valance, Write 7m 
BRYAN’S, Louisville, Ky. 
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NOVELTIES and ODDITIES 
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WINDOW DISPLAY FABRICS 


Of All Description at Low Prices 


METALINE VELOUR VELVETEEN 
LLAMA RAYON PLUSH SATIN 
A. SOLOMON 


1123 BROADWAY NEW YORK CITY 











DISPLAYS 


WINDOW SETTINGS 


KINNEAR 


19 East 15th St., New York City aoe hae 
SEND FOR CATALOGUE BACKGROUNDS 
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LIFE SIZE- OIL PAINTED 


DAVE SLOTKIN 
1970 EVERGREEN AV. CHICAGO 















THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 


For Rent = 2: stacz sernn 
AMELIA GRAIN, Philadelphia 


Established 1890 Absolutely Reliable Service 














QUALITY LITHOGRAPHY 


AT PRICES OF ORDINARY PRINTING 
LUTZ & SHEINKMAN, INC. 


EST. 1896 ING. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 








Designers and 
manufacturers 
of valances— 
draperies o f 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 














New and eye-attracting novelties are personified in the 
new bronze effect form cut-outs with twinkling, flashing 
electrically lit eves 
recently created by 
the Harold-Barnett 
Corporation, of 270 
West 38th St., New 
York City. They 
are life-size and 
adapted to show 
dresses, coats or 
gowns and are 
mounted on a solid 
bronze base.  IIlus- 
tration shows one 
of these models. 
This firm also man- 
ufactures a ma- 
chine on which 
these forms can be 
mounted that rotates 
and shows the figure 
‘ from all angles and 
creates the illusion of walking forward. This is attachable 
to any electric light socket. 









The trend toward cartoons found further expression in 
August through the work of George H. Wagner, display 
manager for the Denecke Co., Cedar Rapids, Iowa. The 


r 





Mr. Wagner Brings Barney Google to the Rodeo 


community was agog with the recurrence of the annual Cedar 
Rapids Rodeo, and Mr. Wagner varied the solemn displays 
usually staged by picturing Barney Google and Spark Plug 
on the way to the “Rodeo.” 





Displaying originality and ingenuity, E. Preston Browder, 
who operates the Windo-Craft Display Service at 32 East 
Genesee Street, Buffalo, N. Y., with his assistants constructed 
a window display that was seen extensively throughout 
Buffalo during the sum months. The Martin Ice Cream 
Co., of Buffalo, desired something different in the way of 4 
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Unusual Ice Cream Display by Windocraft Service 
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window display, and that was just what Mr. Browder pro- 
duced for them. 

Using only the materials in his own studio, Mr. Browder 
constructed the original display, and it was so highly regarded 
by officials of the ice cream company that they ordered forty 
more displays, and asked Mr. Browder to break speed records 
in getting them out and installing them in Buffalo. Mr. 
Browder worked overtime with his crew of artists and show 
card writers to get the displays in shape to start installa- 
tions within a period of a few weeks, and since that time 
confectionery, drug, delicatessen stores and other stores 
handling Martin’s ice cream in Buffalo have been clamoring 
for the display. 





Playing cards came into the calcium at Knoxville, Tenn., 
in June, when The Economy Drug Co. featured them in 
displays in which a cartoon background evolved by Display 
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Mr. Parrott’s Cartoon Window Sold Cards Galore 


Manager J. L. Parrott proved a dominant factor. The pub- 
lic’s response to the buying urge conveyed by this extra- 
ordinary creation was prompt and definite and more cards 
were sold during the period that the display was in the 
windows than had been retailed in weeks prior. The fa- 
mous “Jiggs” and his associates were the actors in the win- 
dow playlet and they were faithfully reproduced. A course 
in cartooning . 
aided Mr. Par- 7 
rott materially in 4 i 
this undertaking. 














A novel “pos- 
ter board” pro- 
ducing a series 
of “ads” -for the 
show window has 
just been brought 
out by the Lee 
Lash Studios, 
New York City. 
A number of re- 
volving shutters 
are so timed that 
at intervals they 
compose distinct 
and interesting 
messages. In the 
Interim of change 
they resolve into 
a blaze ot color 
m which the 
clashing color 
schemes produce 
4 weird effect. 








Lash’s Futuristic Sign Novelty 
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We Carry a Complete Assortment of 


-HURLOCK’S CARDBOARDS 


For Immediate Delivery at Factory Prices. 


JOSEPH MAYER & CO. 


25 E. 14th ST., N. 


ox” MILL AGENTS 
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THE AIR BRUSH 


adds that distinctive tone to your work. Daily use makes 










it a necessity. 


eee and again, remember a WOLD 
AIR BRUSH is the Air Brush. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. “California Avenue 


See your dealer or 


eed HE WOLD AID BRUSH MrG.cU 









CHICAGO, ILLINOIS 








To beautify your windows ask your display fixture dealer for 


DUO-SHEEN 


Have You Seen Our 


DI-MEN-TEEN? 


MENDELSOHN’S TEXTILE CORPORATION 
156 W. 45th Street 





New York, N. Y. 














cend for a catalog. 
. 
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A a recent meeting of the Board of Directors of the 


Window Dispiay Installation Bureau, Inc., the following. 


officers of the bureau, to serve during the remainder of the 
year 1926, were chosen: President, R. V. Wayne, Detroit 
Window Display Service, Detroit, Mich.; vice-president, 
Samuel J. Hanick, Reuben H. Donnelley Corporation, Phila- 
delphia, Pa.; secretary, Walter G. Vosler, Window Display 
Service of Southern Ohio, Cincinnati, Ohio; treasurer, 
George Altman, F. Altman & Son, Columbus, Ohio. The 
directors engaged Clyde P. Steen as business manager of the 
new corporation. Mr. Steen was sales manager before the 
incorporation. R. V. Wayne, who conducts one of the best 
known window display services in the country, in accepting 
the presidency, said he believed the next two years would 
show the greatest development in the national advertising 
branch of the window display field ever known. 





Godfrey H. Van Aller, Mobile, Ala., druggist, has opened 
a window display service. He handled the Flit campaign 
this summer, and since has installed campaigns on Gem 
Safety Razors, Sangrina, McCoy’s Cod Liver Oil Tablets, 
Iodent Tooth Paste, Peterman’s Exterminator and Fly-Tox. 





In order to effectively tie up with their newspaper adver- 
tising running in September and October, McCoys Labora- 
tories, Inc., of New York City, have added 2,500 window dis- 
plays to their regular schedule of 2,500 placed through the 
Window Display Installation Bureau, Inc., of Cincinnati, a 
total of 5,000 displays to be installed through the bureau for 
this client between September 15 and November 1. 





I. F. Cornelson is still operating the Cornelson Display 
Service, with offices in the Holmes Building, Ft. Worth, 
Texas. A crew of displaymen is being kept busy to meet 
the demands of local clients and national advertisers. The 
fabulously-wealthy west Texas district is an excellent try- 
out territory for any national advertiser that wants to in- 
vade that market, and Ft. Worth is the key city. Mr. Cor- 
nelson has been in the display service business for a period 
of five years and has taken part in most of the advertising 
campaigns that has been placed in Ft. Worth. He advises 
that much of his success is due to his close cooperation with 
national advertising agencies and the largest local news- 
paper. The proper coordination of all advertising effort on 
the part of the national advertiser is essential for success 
in any intensive advertising campaign these days, and the 
display service must keep in close touch with all factors 
in the campaign of which his work is only a part. 





A recent addition to the display service groups is the 
Displaycraft Studio with its unique quarters at 140 West 
Fifty-third Street, New York City. They feature original 
and timely hand-painted window displays to the smaller ad- 
vertisers who wish only a dozen or more displays so that 
they can be shifted from store to store. They also specialize 
in scenic backgrounds for the smaller department stores that 
have no art staff. The organization consists of Kenneth 
S. Fagg, a well-known artist, and A. Blumberg, who was 
formerly with the Inecto Rapid Notox Co. as display 
manager. 





J. R. Schollenberger manager of the Midwest Brokerage 
Co., 2043 Fourth Avenue, Cedar Rapids, Iowa, has opened 
a window display service department in connection with the 
business of this company. Mr. Schollenberger has handled 
campaigns for Kolynos and Forhan tooth pastes, Flit, Ser- 
geant’s Dog Medicines, Feminex, Norida Compacts, and has 
just taken over the Cedar Rapids franchise of the Window 
Display Installation Bureau, Inc. 
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Art L. Kramer, president of the Window Display Service 
Company, Journal Building, Sioux City, Iowa, has purchased 
the window display department of the Sioux City branch of 
the General Outdoor*® Advertising Co., Inc., of Omaha. He 
also took over the franchise of the Window Display Installa- 
tion Bureau, Inc., at Sioux City. 





Palmolive Display Placed by Paramount Service, Kansas City 





Melvin H. Myers, who has operated the Myers Display 
Service at Louisville, Ky., for the past several years, has 
enlarged his service and moved to a downtown location in the 
Argonne Building, First and Chestnut streets. Mr. Myers, 
formerly a chain drug store displayman, has an exceptionally 
long list of national advertisers as clients. 





First prize in the display contest conducted by the “Lib- 
erty Magazine” recently was -won by the Western Display 
Service, Highland Park Station, Los Angeles, Cal. N. E. 
Parten, manager of this organization, says that they are in- 
stalling a quantity of “Liberty” displays each week and that 
results have been very satisfactory. 





Bernard Woeste, father of L. B. Woeste, manager of L. 
B. Woeste Decorating Co., Cincinnati, Ohio, died at St. 
Mary’s Hospital, Cincinnati, on August 26. The elder Woeste 
was for many years a prominent business man in the southern 
Ohio metropolis, and had attained the ripe old age of 76 at 
the time of his death. 





Burton L. Weaver, Jr., who has for more than one year 
conducted a display service at Decatur, IIl., is now covering 
Danville, Bloomington, Springfield, Peoria, Champaign and 
Urbana, IIl., and is having a truck manufactured along unique 
lines which will be used for advertising and service. 





The Whitman Display Service, Ellastone Building, Cleve- 
land, Ohio, has been incorporated with a $2,500 capitaliza- 
tion, this move being in accord with their program of ex- 
pansion. The concern will take over the Cleveland, Toledo 
and Pittsburg trade markets. Harry W. Whitman is general 
manager. 





James F. Snow has established a window display service 
at 30 Pleasant Street, Brunswick, Maine, and is handling 
displays now for national advertisers in that section of New 
England. 





George W. Melcher has taken over the window display 
service formerly conducted at Portsmouth, Va., by A. Schni- 
der, who has moved to Washington, D. C. Mr. Melcher has 
opened his service at 401 Fourth Street, and will cover Ports- 
mouth, Norfolk, Newport News and Suffolk. He has te 
cently handled display campaigns on Drano, Mepsa, Fly-Tox. 
Peterman’s Exterminator, Z. B. T. Talcum Powder, Houbi 
gant Bath Preparations and several others. 
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600---CITIES of the UNITED STATES---600 


CAN BE COVERED WITH 


WINDOW DISPLAYS 


INSTALLED THROUGH 


ONE AGENCY 


Saves the National Advertiser Time and Expense and Relieves Him of the Annoyance of 
Detail and Correspondence 


All Displays Go In Best Locations Available 


in Retail Drug, Grocery, Hardware, Confectionery, Cigar and Automobile Supply Stores 
LIST OF CITIES, Satisfied Clients and Other Information on Request 


WINDOW DISPLAY INSTALLATION BUREAU, Inc. 
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Peerless Silk Plush 
National Display F'abric Co. 


“Silk Plush of National Reputation” 
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Prepare for an Early Fall —— 


7 West Third Street New York City 














A rae self-aligning feature (PATENT PENDING) enables you 
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Customers Stop---Look---Read 


(Continued from page 30) 


there was something more than shoes in that window. 
There was a visualized means of saving money—and 
that, too, is a human want. 

That brings me to “action” in windows. Although 
there was not a human figure in sight in the window, 
yet in the mind of the passerby there were people within 
it because the things people did were shown. In the 
days when we knew less we might have actually put 
wax models in the window, but these would have made 
the window no more effective and would have served to 
distract attention from the shoes, and shoes, be it re- 
membered, are what we wished this window to sell 
for us. 

Windows in this store are used just as is advertis- 
ing to sell a certain kind of merchandise, although they 
can quite conceivably be used to sell the store as a whole. 
We have had examples of somewhat similar window 
displays to the one I just mentioned, in which we did 
put in models. Instead of helping to sell the shoes or 
whatever it happened to be that we were displaying, it 
sold—what do you suppose ?—the dress on the model. 

If there is a lesson to be derived from this earlier 
experience of ours, it is this: One single appeal in a 
window is more effective than two or more. This is just 
as true of window displays as it is of a good letter or of 
a good advertisement. 

But to get back to “action” again—that in a window 
which depicts a human situation, and hence makes it 
easier for the customer to see quickly the relation of 
the goods displayed to his own needs. One of the best 
“action” windows I can think of at present is one we 
devoted to the bridegroom on his wedding day. There 
in the window were all the clothes that a valet might lay 
out for the man—and just as he might lay them out— 
the striped trousers, the frock coat, the white waistcoat, 
the wing collar, the striped four-in-hand tie, the bou- 
tonniere, the white linen handkerchief, the white stiff 
shirt, the black shoes, the black silk hose, and even the 
undergarments. On the table were a pack of cards in 
disarray, except that a royal flush in hearts was shown 
just as the hand might have been laid down. On the 
table, also, was an ash tray with the butts of many 
cigarettes in it. One of the cards had been burnt with 
a cigarette and the ashes had fallen on the-floor, where 
also there were not a few stubs of cigarettes to be seen. 
There was truly action in that window. We had, as we 
say, put a man into it—a man who even at that moment 
might be splashing in the bath-tub in an adjoining room. 


I could go on and on to cite the little things that 
“put a man in the window,” that create a human situa- 
tion, and thus show an actual need for the merchandise. 
In displaying kitchen utensils, for instance, there is the 
apron draped over the chair, the magket basket on the 
stool, and various pots and pans promiscuously placed, 
as expedients. . 

Incidentally, the bridegroom window was only one 
of fifteen windows which we used, and which all hinged 
upon the subject of weddings and honeymoons. It is 
interesting to note that in all of these human situations 
—-situations of interest to almost every one—we were 
able to use something from almost every department of 
our business. : 
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It is when an article is displayed in use that it makes 
its greatest appeal. These windows served but to dem- 
onstrate that fact. It is well known that people buy 
things most usually not for the sake of possessing them, 
but for the use they may derive from that possession. 
If you do hot believe this, consider for a moment the 
reason you have a telephone installed in your home or 
office. Most certainly it is not because you like to hear 
it ring or admire it as an ornament. If I were display- 
ing telephones, then, I should not put a row of them 
across the window; I should try to show the telephone 
in its relation to a human, vital need. 

That is the one broad idea which underlies the suc- 
cess of any window, yet to make that idea more effec- 
tive, to make it harmonize with other good merchandis- 
ing principles, there are other things to consider. 

Color is one of these things, as it is a valuable means 
of gaining attention. The student of color can profit- 
ably study nature. If he will visit a conservatory, he 
will gain a wealth of ideas. 

Balance in a window is a means of focalizing atten- 
tion to the main idea of the window. There is in each 
window an optical center. Let almost anyone stand in 
front of a window and he will pick out the spot that 
marks the optical center. Once that is determined, all 
that is necessary is to group the elements so that they 
balance. Weight, brightness, or color on one side of 
the window should be counterbalanced by weight, bright- 
ness and color on the other side. 

Once these things are determined, the merchant must 
next decide what shall go into the window. My advice 
for the average merchant and the advice I give for this 
store is to put nothing in the window except the goods 
the merchant has for sale. 

Nothing should be put in the window which in some 
way does not contribute directly to the main idea of the 
display—unity of appeal again. For that reason I should 
exclude meaningless decorations, such as flowers in a 
man’s window, unless in some way those flowers tend 
to show that it is a certain season of the year, as would 
lilies at Easter time. 

Backgrounds of a window are important only if 
they contribute to the “big idea” of the window. For 
the smaller merchant, and in the majority of instances 
even for the larger ones, a permanent background is 
desirable. 

For the more elaborate backgrounds, which should 
be attempted only by the skilled displayman, there 1s 
only one rule to follow, and is that it should in every 
way contribute to the main idea of the display. 

The merchant who would display effectively must 
first know his store and what human wants it is best 
qualified to serve. ,Then he may search about to find 
the human situation which most forcibly will visualize 
those needs and which he can adapt with the facilities 
at his disposal to the physical possibilities of his win- 
dows. Finally, he must be sure that he reproduces them 
faithfully. 

To do all this he must borrow—not from his imme- 
diate competitors, but from life, from magazines, from 
books, and from the theatre. Also, he must study. We 
subscribe here to a score of magazines that display the 
latest fashions and modes, and just the other day I 


ordered two books on early American furniture so thal 


I may know what is correct. 
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CURB-SERVR 


FEATURES 


Auto Door —— 


Attaches inside or outside of either 
door. 


A Table —— 


Attaches to Cowl above instrument 
board inside of car making a table 
in front of occupants. 


Picnics ——— 
Handy for picnics—can be attached 


to front bumpers or any other con- 
venient place. 


At Home 


Can be used to serve cold drinks on 
porch or in yard, attaching to back 
of chair or other objects. 


Sick Room —— 


Very convenient for use in the sick 
room. 

Touring ——— 

Handy for many uses around the 
home, touring, etc. 


Attachable ——— 


Can be attached to the widest door 
or the thinnest object such as the 
glass itself. 

Fountain ——— 

Six or eight trays can be stacked one 
on top of the other on the fountain. 


and 





d When attached, the SERVR has a 





definite grip that will not slip or jar 
loose!!! ‘ 
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ON AUTOMOBILES 


The ‘Auto Curb Servr makes every car a 
serving table for refreshments. It’s sur- 
prising the amount of profits that can be 
made from automobilists when once they 
find out that you give them proper curb 
service. 

With the Auto Curb Servr no tables are 
needed on the sidewalk. Simply take the 
order, bring it out on the servr and adjust 
this on the car door in a jiffy with a tray 
either inside or outside of the car. Rub- 
ber protector door clamps can not mar the 
car door. 
























































6 AUTO CURB SERVRS 


Will pay for themselves in a few weeks, 
through the prestige that this efficient 
service gives your store, and the ever- 
increasing fountain business. 

Appreciative autoists will be delighted 
with this new way for increasing their 
comforts. No dripping on garments, no 
cramped fingers from continuous holding 
of glasses—no unsightly floor. 


PRICES - - - 
Price, each, Wooster Green Enamel 
IS sf i As Say eres s wisto $2.00 
Price, each, Rust Proof Silverine 


Guaranteed not to rust. The longer used, the 
brighter it becomes. 


CS oo ae eae ee $2.40 
Plus Parcel Post 
From New York City 


ALBERT ENTERPRISES, 


1547 Broadway 


NEW YORK CITY, N. Y. 
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Chicago Monthly Display Review 
Pre-Season Showings Swing Clear of Former Restrictions—New 


Ways to Multiply Display Space—Kagey’s Background Strategy 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


RE-OPENING window displays are much more 
interesting than they used, to be. Old-timers 
can remember “’way back when” advance fall 
displays consisted chiefly of goods sufficiently 
drab and uninteresting to form a nice dull 
background for the brighter things which were 

always saved for the opening display. Consequently, people 
always waited until after the opening to buy autumn apparel. 
Nowadays it is different. There are many new and interest- 
ing things displayed in the windows from six to eight weeks 
ahead of the formal opening displays and people interested 
in the new season’s styles may have a very good idea of 
what is to be worn ahead of time. 

Perhaps greater appreciation for window displays as wel) 
as increased usefulness of display windows has had some- 
thing to do with the changes. Perhaps realization that it 
was a foolish custom helped. 

Anyway, we now see the new styles in winter furs fea- 
tured the first day of August, and other authentic styles in 
women’s fall and winter wear soon thereafter. This stepping 
ahead of the calendar has been the cause of additional busi- 
ness during the inter season period and has in no way hurt 
the regular seasonal demand. ‘ 

The month of August has been particularly good for 
Chicago stores because of the amount of pre-season business 
done in furs and other winter apparel. Along with the dis- 
plays of the pre-season goods were the clearance sale dis- 
plays of summer merchandise. No doubt many who were 
attracted to the store to look at new furs saw and bought 
summer goods at clearance prices, and vice versa. 

There is also a growing tendency on the part of some of 
the better class of men’s shops to feature winter overcoats 
at less than regular prices during August. This plan has 
been followed by certain representative stores in Chicago 
and New York just recently. Considerable newspaper adver- 
tising was used in connection with the plan. Various and 
sundry “reasons” were set forth in the advertising to make 
the sale seem plausible for something was required to ex- 
plain a reduced price sale of new 1926 style overcoats just 
as the season opened. Notwithstanding, merchants interviewed 
by the writer reported unusual business in overcoats during 
August. 

Most of the men’s shops are now showing complete lines 
of new fall merchandise in their windows. The Maurice L. 
Rothschild windows are particularly interesting with their 
displays of autumn goods all around the front. Red autumn 
foliage is used to put the necessary autumn atmosphere into 
the displays. While the goods selected for these early fall 
trims are of pronounced fall color and style, nevertheless, the 
autumn decoratives do their part by accentuating the change 
of merchandise before the weather has actually changed the 
season. 

Last week there was a very striking display of Kuppen- 
heimer clothing in the corner window at State and Jackson 
streets. Original oil paintings by Leyendecker, featuring the 

1926-1927 styles were prominently displayed with the cloth- 
ing. The same idea is frequently used by Mr. Davis to dis- 
play the Hickey-Freeman line, using the original paintings 
by Webb. 

The same corner window features a display of “Rothschild 
Stetson Hats.” Light gray and tan. hats with gray and 
black bands are shown. Buckeye foliage in yellow, red and 
green is artfully used in this particular window. Brown 
carpets are on all the window floors. The window cards are 


done on light tan board, with black lettering and wide brown, 
borders lined with white. 


In one of the windows where $50 suits are displayed, the 
foliage used is of bright red maple leaves. Three pieces of 
furniture—two chairs and a small cabinet—are in red lacquer 
with gold decorative designs, making a particularly interest- 
ing setting for fall clothing. 

In another window displaying Hickey-Freeman customized 
units, three new and novel plateaux are used on the floor as 
bases for three unit clothing displays. The plateaux are 
made of one-inch material, three feet wide and five feet long, 
covered with a gold and black woven fabric, ends and sides 
studded with brass-headed upholsterer’s tacks, approximately 
one inch in circumference and placed about three inches 
apart. The effect is particularly good. 

Mr. Leaker’s windows at The Hub are equally attractive 
though somewhat differently treated. The floors have a new 
carpet panel four feet wide and extending to within eighteen 
inches of the ends of each of the long windows. The carpet 
is.of a black ground with a tan and gray mixed design. Each 
window is divided into three units as usual. The center unit 
is made about an oblong mahogany plateau, eighteen inches 
wide, six feet long and six inches high. Each of the two 
end units are made on plaeaux three feet square and eighteen 
inches from the floor—supported by one or two pedestals near 
the center. Three suits are used to make each unit and these 
are glorified with shoes, hats, ties, hose and handkerchiefs 
which have been selected and placed with discriminating 
taste. Autumn foliage consisting of oak leaf sprays with 
natural acorns, tinted with gold and green over brown, are 
used here and there for seasonal effect. 

At The Fair, autumn merchandise is displayed in all of 
the windows. The window at State and Adams streets dis- 
plays “New Fall Silk Frocks” in two shades—green and 
brown—with hats, fur pieces, shoes, bags and gloves to har- 
monize; $25 and $35 price tickets are shown on the floor at 
the base of the forms. Millinery, boys’ school suits, tailored 
frocks for girls and objects of art and a school supplies’ win- 
dow are among the other lines featured in the State Street 
frontage. The school supplies’ window was unique and had 
quite a crowd around it all the time it was in. The back- 
ground was a skyline of New York showing various build- 
ings in realistic effect, all of which was ingeniously con- 
structed of pencils. Different colors and different lengths of 
pencils were used. The rest of the window consisted of pads, 
pencils, book bags, globes, slates, drawing boards, rules, 
drawing instruments, inks and paste. In the center was 4 
small size flat top desk with drawers, etc., similar to the 
modern office desk. This display must have caused many 
sales in the school supplies’ department. These windows 
have been kept continually interesting and attractive since 
Mr. Richter took charge of the display department of The 
Fair. The fall opening windows will no doubt be worthy 
of note as he has been working up an unusual display for 
the occasion. 

Bedell’s are usually a bit ahead of the other stores i 
getting their fall decorations and displays in the windows. 
Mr. Hampton has to install the new settings in the Chicago 
store and then make the swing around the circuit of nine other 
Bedell stores. 

The new fall backgrounds are already in and they afé 
up to the Hampton standard in every way. The floors art 
covered with black panel-and octagon mats upon which are 
embroidered Chinese dragons in gold. In the background 
recesses, where the Chinese grill panels have been used 1 
various ways—also black flat panels with the birds of brilliant 
plumage—are, some very beautiful red and gold curtains sus 
pended from ornamental wrought metal brackets and poles 
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The curtain is of red ground with all-over designs of Chinese 
subjects done in gold embroidery. Further relief and decora- 
tive effect is produced by two large gold tassels which are 
suspended at different lengths from the center ornament at 
the top of the curtain. On the floor at one side of the cur- 
tain panel sits a huge vase lacquered in colors of red and 
black, which is filled with fall flowers and foliage. 

All of the wooden fixtures in the Bedell windows have 
been refinished (lacquer effect) in bright red with black and 
gold trim, the black trim having been sprayed on with an 
airbrush, blending into the red. The full effect of this change 
in finish is strikingly portrayed in a section devoted to shoes 
where a quantity of fixtures is necessary. The same general 
decorative scheme is carried out in all of the windows. There 
is a particularly interesting treatment of the two-foot columns 
supporting the front of the building and which are decorated 
in the rear, facing the arcade lobby. An ornamental plaque 
is placed flat against each of the columns with two tubular 
lanterns at each side of the plaque and extending slightly 
outside the column line. The lower part of the plaque con- 
cists of a vase which is filled with autumn flowers and foliage 
in red, yellow and brown. The plaque and lanterns are in 
red and black in accordance with the general decorative 
scheme. In some of the front windows where there is no 
background wall and where both a front and rear view is 
obtained, an elaborate grill screen, which has been refinished 
the red, black and gold lacquer, is used. 

The posing of the figures in these windows is always good 
and the arrangement of the merchandise shown on other 
fixtures is in keeping with the usual high standards. 

Mr. Tannehill, at Carson, Pirie, Scott & Co., is making 
excellent use of the five large windows that have been divided 
into three sections as described in the last issue of The 
DISPLAY WORLD. As mentioned before, the windows 
were partitioned with walls right up to the front glass so that 
there are two small sections about 3% feet wide at each end 
of the window with an eight-foot section in the center, making 
one large and two small spaces in each of the large windows. 

This change was made with the idea of merchandising 
through the windows—of forcing them to sell more goods 
than the old general trim. In one of the men’s windows, the 
center display is devoted to a showing of fall hats in smart 
styles of tan and gray. Fancy handkerchiefs, chamois gloves 
and sticks are used to “bring out” the hats. In one of the 
small spaces at the end ,a single set of blue-striped shirts 
at $4 is displayed in neat unit fashion. A set of darker blue 
silk ties is combined with the shirts. In the other.small trim, 
a display of men’s tan oxfords is shown with two or three 
pairs of fancy tan hose. 

In another men’s window the following merchandise is dis- 
played in similar arrangement: Center, blue suits for college 
men, three different styles and shades all shown on forms, 
tan shoes and gloves, gray hats and two pieces of light 
brown luggage; right, linen knickers, special at $3.95, and 
golf hose, special at $1.25; left, new wool knickers at $10.75 
with golf hose at $2.85. A golf bag and some balls are also 
included in this trim. 

Here’s how an interesting display of women’s apparel was 
handled in the three-section window: Center, a display: of 
glove silk underwear in pink and orchid shades—a dispiay 
such as has heretofore occupied an entire window; right, a 
display of two silk undergarments, and only one garment of 
tach design displayed—a card announced the fact that one 
‘was special at $5.85, and the other special at $3.85—left, two 
garments. of the same kind, but showing two different shades, 
special at $5.85. Thus one general line of silk underwear 
Was shown, three special items at special prices, and each 
ot the lines were shown individually and effectively. © 


Other large windows were devoted to the display of 
Women’s dresses, misses’ dresses, women’s and misses’ coats, 
and sports apparel. Each of these displays were typical of 
the Tannehill display technique. 

_ At Mandels temporary backgrounds are in position about 
‘our feet from the glass. This indicates that the autumn 
pening backgrounds are in a state of preparation. Mr. 
agey deserves credit for having thus worked out a scheme 
Woiding sacrifice of the windows during their arrangement. 
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The New Shoe Display Card Holder 

” It fits neatly on the shoe and movable 

arm holds any size price card in any 
position required. 


Adopted by the J. C. Penney « 
and other chain dept. stores 


R. ORTHWINE 
DISPLAY SPECIALTIES 
344 West 34th St. New York City 
WRITE FOR CATALOG AND PRICES 
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A Decidedly New Fabric Creation 


FLORAL NET 


Beautiful Multicolored Swirls on 
a Background of Invisible Net 


Your fixture dealer will deem it a pleasure 
to show you this effective creation, also 
Our Complete Line of Inspiring Fabrics. 


MENDELSOHN’S TEXTILE CORPORATION 
156 W. 45TH STREET NEW YORK, N. Y. 











When Writing Advertisers Mention The DISPLAY WORLD 


3¢ ptember, 1926 


Finding and Filing Striking Phrases 
(Continued from page 68) 


about to fit the occasion. I am listing below some of 

those I have in my files: 

What Paris Deems Smart in the Fall Turn of Affairs. 

Again the Prestige of Black Forces Attention. 

Garments That Confer an Unmistakable Air. of Chic. 

Priced for the Thrift-Loving Woman. 

Dignified and Slenderized Lines for the Mature Figure. 

Utility Aprons Which Can Be Easily Tubbed. 

The Man’s Wardrobe Has Its Intimate Moments. 

Indispensables in the Summer Array of Clothes. 

Glimpses Into the Boudoir. 

Chic Representatives of the Sports Mode. 

Interpretations of the Kinetic Silhouette. 

Daytime Frocs Have Feminine Touches. 

Dresses That Weave the Spell of Youthfulness and Rare Dis- 
tinction. 

Parisian Creations for the Woman Who Combines Smartness 
with Dignity. 

Youth Spends Its Leisure Hours in These Modes. 

Models That Achieve the Long Slender Lines of the Present 
Mode. 

Summertime Afternoons Enhanced by Frocks Like These. 

Luxurious Corset Consciousness. 

Boudoir Novelties That Glorify Embroidery and Express Indi- 
viduality. 

Milady’s Needle Fashions Novelties of Inviting Charm. 

Important Entries on the List of Home Furnishings. 

Decorative Textiles Express Personality in Rooms. 

A Bewildering Number of Variations. 

Broadcasting Fall Fashions of Feminine Loveliness. 

Lingerie—Not Dreams, But Beautiful Silken Realities. 

Every time I come across a card phrase or a good 
word, I write it down on my scratch pad and then 


later transfer it to my file. 


The Type of Trim for Fall Openings 


(Continued from page 26) 





hancing our goods and enriching natural lustre. through 
manipulation of lighting accessories. 

We installed a three-unit display in which single garments 
were used, their sheen intensified by green felt backgrounds 
surmounted by ornamental screens in gold. In the center 
was a double-breasted Ambertone, alongside to the right 
appearing a single-breasted suit in like color, while to the 
right was a single-breasted Silvertone. A white floodlight 
swept the last showing, bringing its delicate gray tint up to 
its supreme pitch of brilliancy, while to the right amber 
lights played upon the other showings, giving them the deep 
hue required to lend the utmost to their colorings. The 
Kuppenheimer Co. was so pleased that they cited the work 
in a special broadside. 





SCULPTURAL | 


Advertising Displays 








Made in plaster, papier- 
mache, metal, wood pulp; 
each a piece of art. 


Send for Booklet 





. American 
Sculpture Company 


SB >aeion: 20 E. 42nd St. N. ¥. City 


We duane uanvuc. ssval Description or Trade Mark 
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Doings Among Displaymen } 
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Edward D. Tubbs, in charge of windows for The Rieke 
Co., Paducah, Ky., has joined The DISPLAY WORLD fra- 
ternity and will share his ideas of display principles with 
them at an early date. Mr. Tubbs’ displays have caused 
favorable comment and he has been much in demand lately 
as a demonstrator of the possibilities for display in the cities 
of mederate population. He has found it possible to create 
effective and artistic arrangements paralleling production in 
larger cities despite the handicaps and limitation of a com- 
paratively smaller budget. 





C. T. Bowen, displayman for Kresge’s at Omaha, Neb., 
recently produced a cool appearing display of appetizing 


aa” T 
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Drinks and Ice Cream Display by C. T. Bowen, Omaha 


foodstuffs which brought him the praise of fellow-window- 


men. Pictures of this “trim” illustrate the painstaking care 
used in giving his subject matter appeal of unusual volume. 





George Bailey, for several years display manager for 
Frankels, Des Moines, Iowa, and a high-grade displayman, 
is now with the Joseph Hilton Co., Monroe and State streets, 
Chicago, Ill., in charge of the windows of this concern. 

Mr. Bailey has many friends among the displaymen who 
will be interested in his work in these windows which here- 
tofore have been trimmed in a style peculiar to certain New 
York shops. ° 





George A. Sims, display manager at Chase’s, Pontiac, 
Mich., is leaving on October 1 for southern California, ac- 
companied by his wife and daughter, where they expect to 
remain for at least seven months. Mr. Sims has secured 
the services of a displayman, who, with his capable assistant, 
a Adams, will carry on the work at Chase’s during his 
absence. 





A recent letter from A. Matzer, display manager, The 
F. & R. Lazarus & Co., Columbus, Ohio, states that the store 
will shortly open thirty additional windows which will un- 
doubtedly go a long way toward adding to the success of 


the institution. 


(Continued on page 83) 
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To attract passers BUY from your display fixture dealers 


MENRAY 


HAVE YOU SEEN OUR 
DI-MEN-TEEN? 


MENDELSOHN’S TEXTILE CORPORATION 








156 W. 45TH STREET NEW YORK, N. Y. 
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How to Make 
the Most 
of Your 
Windows 


—a complete book 

on the successful 
use of the 

Window Display. 
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Window Display 


By 
William Nelson Taft 
Editor, Retail Ledger 


5x8, Flexible Keratol 
Binding, 428 pages, 
207 illustrations. 
Price $5.00 postpaid 


dere is the book you have been 
waiting for—the first real work- 
ing manual of window display 
practice—literally crammed from 
cover to cover with hundreds of 
sound, workable, proved-in-prac- 
tice ideas, kinks, plans and meth- 
ods for the practical display man. 


JUST A FEW OF THE MANY 
QUESTIONS ANSWERED 

—what will windows sell? 

—how can frosted windows be prevented? 

—how should contrasting colors be handled? 

—how can windows be used to stimulate curiosity? 

—how should windows of different types be lighted? 

—should the use of window and price cards be avoided? 

—what is an economical way of making Christmas candles? 

—how can motion be effectively added to a window display? 

—how can a store front or window be trade-marked? 

—what effect does light have upon the sales power of a window? 

—should bargains on alin priced goods be featured in a window? 

—what are the 12 most important points about a window display? 


CHAPTER HEADINGS 
I. The Eyes (and more) XIII. Draperies. 
of the Store. XIV. The Use of Real and 
II. What Is a Window Artificial Flowers 
Worth? and Foliage. 
III. The 12 Most Important XV. The Window in Con- 
Points of a Window. nection with the 
IV. Classification of Win- Store Front. 


dow-Displays. XVI. Window with Rela- 
V. Tying the Window to tion to Store En- 
the News. trance. 


VI. The Effective Use of XVII. How the 
Dealer Helps. 
VII. The Value of Motion. 
VIII. The Use of Color in the 


Window 
Should Be Lighted. 
XVIII. The Effect of Light on 
the Sales Power of 


Windows. a Window. 
IX. The Use of Window and XIX. The Lighting of Small 
Price Cards. Store Windows and 
X. The Preparation of Win- Stores. 
dow and Price Cards. XX. System in Connection 
XI. Window Backgrounds. with Window Work. 
XII. The Selection and Care XXI. How to Dress Prize- 
of -Wax Figures and Winning Windows. 


Other Accessories. XXII. Interior Displays. 
McGRAW-HILL BOOK CO., Inc., 370 Seventh Ave., New York 
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ag rg Book Co., 370 Seventh Ave., New York. 4 
Send me for ten days’ free examination: Taft’s HANDBOOK OF # 
WINDOW DISPLAY, $5.00. I agree to return the book, postpaid, # 
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Nien Wanted Positions Wanted Cor 


September, 1026 


Sale NOanted to Buy 








Wanted 


MECHANICAL 
ATTRACTION 


for Christmas toy window. 


We also have for sale 


Miniature Home 


being built by small mechan- 
ical men, $125.00. 


Address “‘L. S. A.,” 


Care The DISPLAY WORLD 





SPECIAL OFFER 
XMAS SHOW CARDS 


A miscellaneous assortment of the Lackner DeLuxe Xmas Show 
Cards and Price Tickets, as advertised in this issue of The DIS- 
PLAY WORLD, consisting of discontinued designs, but of equal 


beauty and excellence. 


80 Halt Ghee. . 2... oe cass 
10 One-Half Sheets.......... 
25 One-Fourth Sheets........ 
25 One-Eighth Sheets........ 
10 One-Sixteenth Sheets...... 
125 Prices Tickets... ...4...5525; 


ee PREPAID 


Cash With Order—None Sent C. O. D. 
GEO. LACKNER CO. 


23 W. Pearl Street 


Cincinnati, Ohio 














POSITION WANTED 


Experienced department store dis- 
playman is open for permanent po- 
sition where business-building dis- 
plays are appreciated; available on 
short notice; full details as to ex- 
perience, references, etc., submitted 
on request. 


Address “G. M.,” 
Care of The DISPLAY WORLD 





FOR SALE 


-THREE CHRISTMAS 
MECHANICAL 
WINDOW DISPLAYS 
Complete, ready to install. Proved 
great department store Christmas at- 
traction in one of country’s leading 


cities. Photos on request. Priced low 
for quick sale. 


Kauffmann & Baer Co. 


Pittsburgh, Pa. 








SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD 


























SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
display. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


Maharam Textile Co., Inc. 
107 W. 48th St. New York City 


POSITION WANTED 


Young displayman, card writer and 
salesman. desires permanent position 
with progressive store, preferably in 
the Middle West or South; two 
years’ experience; capable of. dis- 
playing any line; excellent refer- 
ences. 


G. H. LINSTROMBERG 


Box 261, Beaufort, Mo. 


SALESMEN 
Wanted by a responsible, well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 
DAVID SOBELS’ SONS 

143 Grand St. New York City 


—_— 




















Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog “‘G” upon 
request. The Cincinnati Show Case & 
Disp!ay Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











WINDOW TRIMMERS 


Free lance or steadily employed men de- 
siring to double their incomes; no selling 
or canvassing. Send $1 for complete de- 
tails. Write fully. 


RETAIL SERVICE COMPANY 
489 Fifth Ave. New York City 








FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c pet 
pair; $4.25 one half dozen; $8.00 per doze2, 
postpaid. Order by size shoe worn. 





1. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cél. 
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WANTED 
Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now cevered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 











COMBINATION 
ADVERTISING MAN 


with nine years experience; now 
employed, but desires to make 
change for good reasons; have 
handled windows, cards and news- 
paper copy for some of the largest 
department stores in the South; will 
furnish references and specimens of 
work upon request; North or South 
Carolina preferred. 


Address E. F. HORN, 


Care of The New Troy Hotel, 
Troy, Ala. 


WANTED 


Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 


We'll Buy 
Messmore & Damon 
Electric 


Mechanical Pieces 


or any decoration suitable 
for display at Christmas 
time, such as mechanical 
clowns, etc. Tell us what 
you have and price, how 
often used, etc., in a let- 





















ter to 


MILTON HARTMANN 
Display Manager 
Brager of Baltimore 
BALTIMORE, MD. 


Versatile Displayman and Card 
Writer Desires Change 


Department store experience; 





artistic and sales trims; build 





and design settings; salary of 
secondary importance. 


Address “P. M.,” 
Care The DISPLAY WORLD 


Pictorial Cardwriter 


desires position; cards have origin- 
ality and selling power; sample on 
request; you may submit copy. 


L. J. BARRY, East Aurora, N. Y. 

















300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
gold leaf mounted on very high grade tin 
foil. — for literature, prices and free 
sample 

CONSOLIDATED SIGN LETTER CO., 
6-Q W. Van Buren St., Chicago, Ill. 








DISPLAY MANAGER and Card Writer 
Available—18 years’ experience. Unusual 
artistic ability. Thoroughly qualified in dis- 
playing of all merchandise and decorative 
treatments. Now associated with large 
Illinois concern. Desires connections with 
high-class ladies’ specialty shop or depart- 
ment store, Western sees preferred. 
Address H. E. L., 
Care The DISPLAY WORLD. 


WANTED 


One aggressive display man in each city 
to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


QUINCY SHOW CASE WORKS 
QUINCY, ILLINOIS 














SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pe. colors and inks. 
Sent postpaid for $2.00 


RETAIL SERVICE COMPANY 
























Forms for the Opportunity Exchange 
OCTOBER ISSUE 
Close Monday, October 11 
$1.50 Per Column Inch 


Position Wanted—As display man- 
ager and cardwriter, by young man, 
graduate of two of the leading dis- 
play schools; five years’ display and 
retail selling experience; full details 
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489 Fifth Avenue, New York City 











Cash With Order 


in first letter. Address Box H. O., 
Care of The DISPLAY WORLD 




















Window changes which will give the sales department 
of the Union Electric Light & Power Co., St. Louis, Mo., 
15,000 square feet of space, of which 1,300 will be given to 
windows, are now in progress. This will result in 100 feet 
of frontage on one street and 150 on another. Lighting and 
equipment will be on elaborate plans, says Display Manager 
Paul W. Kloeris. 





Jack Ralston, display manager for Levy Bros., Houston, 
Texas, is back in the harness after an illness of six weeks’ 
duration. 





Carl J. Benedict, display manager for Younker Bros., Des 
Moines, Iowa, has won a number of outstanding successes 
in dis play competition, among his latest being the champion- 
ship in live model draping. His attainments are the results 
of serious study of craft requirements and check-up on the 
accomplishments of his fellows. His interest is revealed in 
his subscription not only to American display journals, among 
thm The DISPLAY WORLD, but also the organ of the 
British association, “Display,” from which he admits receiv- 
ing valuable ideas. 





One of the junior members of the utility group of dis- 
Playmen is Robert M. Angell, Oneida, N. Y., for the past 
three vears in charge of display for the Adirondack Power 
& Light Corporation. His work involves windows in two 


offices. In odd hours he has been handling a diversity of 
windows for local firms, the range of subject matter being 
shown by his clientele, which includes the Graham Electric 
Co., a hardware company, the Oneida Electric, and others. 
It is not unlikely that Mr. Angell will build his present 
business into a service organization shortly. . 





Moncton, N. B., was a mecca for Shriners late in July, 
and during the convention C. A. Peake, of Peake’s, Ltd., in- 
stalled special windows welcoming the visitors. He reported 
a very successful week. 





H. W. Schrimsher, in charge of displays for Wilcoxon 
Bros., in their two stores at Odessa and Warrensburg, Mo., 
is developing some novel showings utilizing a silhouette as 
a means of attraction. This he constructed by painting a 
dull black figure upon a light cloth, The DISPLAY WORLD 
aid was sought in determining the best fabric for this pur- 
pose as well as the character of paints. 





I. L. Vonderheide, display manager for the Walker Dry 
Goods Co., and president of the Charleston (W. Va.) Dis- 
play Club, is a new subscriber to The DISPLAY WQRLD 
and has written an article which will appear shortly. Mr. 
Vonderheide has kept pace with merchandising requirements 
of the summer and has installed some extraordinarily at- 
tractive windows. 
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What Does Greater Intensity Cost? 


(Continued from page 18) 


agement. This isa period in which service is more than 
a maxim, when, as an underlying principle of business, 
its faithful observance is the cardinal of sound progress, 
The Hartford Electric’s representatives’ plea for win- 
dow change was based upon an effort to further Fox 
interests; their conclusions were based upon the me- 
chanics of window advertising. But this fundamental 
was not made plain in meeting the test. The inquiry 
was answered with a simple compilation of the esti- 
mated increase in current consumption—an advance of 
140 per cent. 

The argument in support of the change had been 
rested upon the soundest of contentions, and every ele- 
ment of the discussion which arose during the interview 
justified the increased volume. The value of the engi- 
neer’s advice, however, had been lost in the obliterating 
haze of cost. The store officials decided on the spot to 
abandon the project. 

The Hartford Electric representatives were dis- 
heartened, but, as is the practice of salesmen, turned 
over the details of their canvass to determine the rea- 
sons for their defeat. 


Here was an advertising medium with with a circu- 
lation of three-quarters of the citizens of Hartford all 
the time, and virtually all of the remaining quarter at 
intervals. There wasn’t a paper in the city or in the 
region that could command such a circulation, and if the 
cost of greater intensity was compared to the purchase 
of additional advertising space it could be shown that 
additional current was so cheap that it would be criminal 
to refrain from using it. 


Six months later they again called on the Fox ex- 
ecutives ; again they outlined their case, but altogether 
from the store’s viewpoint. The executives were shown 
that the pulling power of their windows could be greatly 
increased by an expenditure of about thirty-four cents 
more an hour! Turning to the Fox full-page ad for the 
day, they asked how much space such a sum would buy. 

The store officials saw the point instantly, and their 
decision was immediate. “Go ahead with the installa- 
tion,” was the response. “How soon can it be com 
pleted ?” 

The “circulation” of your window is almost one 
hundred per cent. Why not make it one hundred per 
cent through the use of an up-to-the-minute lighting 
system? Your increase in maintenance charges will be 
but a fraction of the cost of buying one hundred pet 
cent newspaper circulation. 





ADVERTISING MAN WANTED 


for one of the South’s most modern men’s and boys’ 
clothing stores. Experienced man required—one who is 
capable of handling newspaper, business promotion, and 
direct-by-mail copy. Advertising department equipped 
with new Addressograph, Multigraph and Graphotype 
machines, and all necessary filing equipment and ma- 
terial to turn out first-class work. An unusual oppor- 
tunity for capable advertising manager or assistant 
who is desirous of locating permanently on a job with 
a future. Give full particulars as to your experience 
and references in first letter. Also submit specimens 0! 
your work. State age, whether married or single, a 
salary expected. Correspondence confidential. 


SELBER BROTHERS, Inc., Shreveport, La. 


















































* 
r 
y 
} 
¥ 
t 











Reg. U. S. Pat. Office 


THE NEW METAL APPLIQUE 


(Patents Pending) 


A new material for decorat- 
ing purposes which comes 
in sheets which can be cut 
any shape or form. To be 
applied: Lay it on the sur- 
face of any material and 
press with a hot household 
or laundry iron, which 
makes it a permanent deco- 
ration. 


Metalay Display in_ the 
Famous Fifth Avenue 
Window of Wm. Knabe 
& Co., New York City 





METALAY 


Is flexible, durable and waterproof—wonderful for sil- 
houette effects on paper and thin materials. Can be draped. 


Colored lights give gorgeous reflections on Metalay when 
used for window decorations. Metalay can be brilliantly 
colored to produce unequaled effects with special Metalay 
paint made in all standard colors. 


Get the Details About Metalay Today 


Keep abreast with the times. Write or call and our 
representative will explain in detail and show you 
samples and prices. 


PAINTEX PrRopucts Corp 


30 Irving Place New York, N. Y. 
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Style No. 1—4 inches high. inches and three 


Per set of 4 feet. . .$6.00 
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XN New Plateaux Koot 
of 


Wrought lron 


< 





One of the most useful display accessories for any 
window. Any size board may be used in either a plain 
painted finish or covered with plush or silk. 


Made _substan- 
tially of genuine 
wrought iron in 
graceful design. 
Any finish may 
be had. Two 
heights—four 











Style No. 2—3 inches high. 
Any finish desired. 


Any finish desired. inches. Per aig of 4 feet $5 95 





The Adler-Jones Company 
649 South Wells Street 
CHICAGO 












































